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SECRETS 


are they worth guarding? 


TO SIDE-STEP 
THE HIGH COST 
OF ACCIDENTS 





President John Dale of The George Elliott Co. Inc. 


NEW STUDY OF WAGE INCENTIVE SHOWS HOW TO SEE COMPLETE 


Build productivity 50% in a year 


PAGE 3 











McDonnell Aircraft wanted seating 


reduce the fatigue factor 















... they chose 


There’s no “fatigue letdown” in this busy engineering department, with its 
“personalized” posture seating by Royal! Telescoping chair legs permit 
quick individual seat-height selection. Back rest adjusts forward, backward, 
up, down, to exactly suit each person’s needs. And the sturdy construction 
for which Royal is famous means top efficiency and economy year after year. 


In drafting rooms, factory or front ofice—Royal posture seating helps 
create efficient alertness that assures better, safer work. See what 60 years’ 
service to business and industry has achieved in modern seating . . . write 
for your free Catalog No. 7001. Royal Metal Manufacturing Company, 
One Park Avenue, New York 16, N. Y., Dept. 4-B. 


A drafting room at the McDonnell plant in St. Louis. Good lighting, spacious work 


areas, efficient arrangement and Royal-developed posture seating make this a good 
place to work. 


k O40, ... the preferred furniture of great and growing organizations 


























Low-cost way fo 
modern accounting methods 


ROYAL MCBEE GENERAL 
RECORDS POSTER 


Simplifies your payables, receivables, payroll — 














as well as other important accounting jobs 








Here, in just a single compact device, you’ll find 
everything you require to simplify—and mech- 
anize—your accounting. Flexibly, economically, 
without specialized personnel. The new Royal 
2) McBee General Records Poster eliminates re- 
} : petitive writing—can slash your paper-handling 
: costs by 60%. With greatest speed and accu- 
racy. In small and medium-sized firms... in 
larger, decentralized companies, too. 











ity and versatility, 3: 
thenewRoyalMcBee %: 
General Records 
Poster is quickly 
and easily adapta- 
ble to writing pay- 
ables (above), re- 
ceivables (right) 
and payroll (below). 


Your nearby Royal McBee Data Processing 
Representative will be glad to demonstrate the 
new General Records Poster—as well as other 
Royal McBee machines and methods for cutting 
automation down to size. Phone him, or write 
Royal McBee Corporation, Data Processing 
Division, Port Chester, N. Y., for illustrated 
brochure 8-533. 


ROYAL M‘BEE : ota processing division 


NEW CONCEPTS IN PRACTICAL OFFICE AUTOMATION 


Combining simplic- f 
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company is judged 
by the office you keep! 











Cole’s Modular Steel Desks... 
With good office space at a 
premium, expanding firms are using 

Cole Steel to gain greater per square -foot 
efficiency out of existing quarters. 

Cole Modulars are designed with 
interchangeable tops, panels and pedestals 

.in a wide range of sizes and colors 

to meet changing office needs. 

Create a ‘new look” for your office—with Cole. Send for our latest catalog 


@COLE-STEEL *) Cole Steel Equipment Co., Inc. - 415 Madison Ave., New York 17, N. Y. - Canada: 329 Dufferin St., Toronto, Ont 











Management 


METHODS 
Volume 15 Number 5 


Contents 


What's happening to top executive bonuses 


Despite varying patterns, a new study shows the over-all le wel, o top 
management compensation stands unchanged, due to smaller bonuses. 


Can you answer these income tax problems? 
Here’s a chance to test your knowledge of the tax law. If you fall down 
on an answer or two, you'd better brush up on the law. 


Workshop for management—ideas you can use right now 
This roundup of management ideas—culled from experiences in firms around 
the country—will make your job easier, your company more profitable. 


Increase productivity 50% in one year with sound wage incentives 
Worker productivity and employee earnings go up dramatically while unit 
labor costs drop—with a solid wage incentive plan. A new study proves it. 


Ive got a secret—or have I? 
Often corporate secrets are a waste of effective promotional or sales material. 
Here’s how to use your firm’s secrets for a positive purpose. 


How to side-step the high cost of accidents 
All kinds of assistance to help you get rid of costly accidents is yours for the 
asking. Here are specific ways to bring accident costs down. 


How to cut office costs with performance standards 
By setting office performance standards, you get more output, better planning, 
and improved morale. What's more, you can cut office costs. 


How to make your catalog deliver orders 
Uninteresting and old-fashioned catalogs are on the way out. Your catalog, 
planned for direct sales action, can be a real sales builder. 


This private office insures real privacy 
Whenever the executive who occupies this office finds a need to get away 
from it all, he can retreat to his sanctum sanctorum. 


Departments and short features 


Yours for the asking 16 Thought starters 
Letters to the editor 21 Business electronics 


Current survey PG, a tecccuiabteeas bet 98 Index of advertisers 
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- +. against what the Union Pacific has to offer you 


in the 11 Western states it serves. In all probability 
you'll find exactly the plant site you seek. Simply 
get in touch with your nearest U.P. representative 
or contact us direct. 


Raw 


L] 


Skilled 


é 
lteter | 


Materials 


[| Power 


Labor 


and 


Unskilled 


Market 
Availability 


L] 


[] Transportation 


L] 
L] 


Living 
Conditions 





Educational 
Facilities 

















s | 
WASH. 


R 
A ® seamne 
* 









TACOMA 





© ened 





or. POCATELLO 









LOS ANGELES af 
—~aN 


LONG BEACH 











WYOMING 







1OWA 


OMAHA CO. BLUFFS 
ee cepnenauie® 








yi CHEYENNE 
esa oem wat 
of 


} 


- 






> \ 
ST. JOSEPH 


SALT LAKE 
city 





DENVER 





Seeeeune 
UTAH fate KANSAS| City 


KANSAS MISSOURS 

















(Ci 


Industrial Development Dept. 


UNION PACIFIC 


OMAHA 2, NEBRASKA, 


rcle number 155 for more information) 














*Peeeagy LOS 





RPI SE te 





METHODS 
Volume 15 Number 5 
22 West Putnam Ave., Greenwich, Conn. 
Publisher President 
Jerome W. Harris William S. Kline 
Editor: R.R. Conarroe 


Paul Abramson 
Alice Honore Drew 
Laurence Lustig 
Leslie M. Slote 
Joan Longnecker 
Carol Schlossberg 
Nelda Green 


Managing Editor: 
Associate Editor: 
Art Director: 
Editorial Consultant: 
Production Manager: 
Editorial Production: 
Adv. Production: 


Edwin D. Kline 
Elizabeth Stone 


Business Manager: 
Circulation: 





Advertising Offices 


New York 141 East 44th Street, MU 7-0583 Dir 
Sales Development: Gil Hand—Harrison M. Rollins 
—Sherman Laire—Joseph Hanson 


Chicago 612 North Michigan Avenue, Del 7-0112 
Western Division Manager: William S. Hutchings 
—Alfred A. Spelbrink—John Hynes 


los Angeles The Robert W. Walker Co., 730 South 
Western Avenue, Dunkirk 7-4388 

San Francisco The Robert W. Walker Co., 57 Post 
Street, Sutter 1-5568 


Houston Ralph Runnels, 5210 Morningside Drive 
Jackson 4-6633 





A publication of 


MANAGEMENT MAGAZINES, Inc. 


22 West Putnam Avenue, Greenwich, Conn. 


Townsend 9-8585 
President and Treasurer, W. S. Kline; Vice Presi- 


dent, J. W. Harris; Vice President, A. aiser; 
Secretary, E. D. Kline 


Management Methods is indexed 
in the Business Periodicals Index 


Member of Business 
Publications Audit 


SUBSCRIPTIONS: In United States and Possessions, 
one year $5.00; two years $9.00. Canada & Mexico 
one year $6.00. Foreign subscriptions $10.00. 
Single copies $.75. When possible, back issues or 
tearsheets of articles will be provided. Enclose 
$1 for each back issue and $.50 for each back 
article requested, to cover costs of handling. 

Copyright © 1959 by Management Magazines, 
Inc. Published monthly by Management Magazines, 
Inc., 22 W. Putnam Ave., Greenwich, Conn. 


CHANGE OF ADDRESS: To insure continuous serv- 
ice, send your new address (and moving date) 45 
days before moving. 


Include old address as it appeared on previous 
issues (if possible send label from magazine). Do 
not depend on the post office to forward either the 
change of address or your magazine. 
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Just pull the tab... 





500 SHEETS 
WHITE 
8'.x11-5-10M 
SUB. 20 
GRAIN LONG 





NEW E-Z START REAM OPENER 


Only on EASTERN FINE PAPERS. Simple. Practical. Just lift the tab and pull. 
The ream of paper is open. No broken fingernails. No torn or cracked paper. 


Simplifies storage. Ask your local supplier— or write direct—for test packets. 
yea 4S Belem -le), lo me - Seat, bg lemels)- ler wee). c me we, Be leog. 1). | -tem-le) lon my Ueer-t, Be leile! 2) -) sa mr eat. bale, OPAQUE 


EASTERN 


=) a a a 


i 
J EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION « BANGOR, MAINE 


EXCELLENCE 
N FINE PAPER 
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oF EXCHANGE wrist. FARMERS INSURANCE EXCHANGE 


AGES INDICATED BELOW 


Pcie. FARMERS 


John C. Tyler, Chairman, and Thomas E. Leavey, President, Farmers Insurance Group, the largest 
automobile casualty insurance company west of Chicago, and a Moore customer for over 20 years. 





‘Moore forms help us keep on top of our premium billing”’ 


CONTROL GIVES FARMERS INSURANCE EFFICIENT PAPERWORK SYSTEMS 


The Farmers Insurance Group sends out an average of 16,000 processed in an hour; each one provides the notice, reminder 
premium notices every day. The job is simplified and notices and office copies simultaneously, free of transcribing 
speeded by a new automated system which has saved 22,400 errors. The form is a five-part Moore Speediflo—the com- 
man-hours a year. Now the company’s billing operations are pany’s control in print. 


handled in one office instead of several. Records are central- 
ized. Auditing is easier and faster. All notices are mailed 
on schedule. 


The Moore man helped design this Auto- 
mated Data Processing System (ADP) and 
the forms scientifically tailored to it. For de- 
tailed information on similar systems for con- 
trol, write the Moore office nearest you. 


At the heart of the system is the premium notice form, 
especially designed for use with a data processing machine. 
Information stored in punched cards and transferred to tape 
is printed automatically on the notice blank. The name and Moore Business Forms, Inc., Niagara Falls, N. Y.; Denton, Texas; 
address of the insured, policy number, amount, due date and Eme epsile Calif. Over 300 offices and factories through- 


many other variables are included. More than 1800 forms are out U.S., Canada, Mexico, Caribbean, Central America. Noss 


Build control with 


MOORE BUSINESS FORMS : 
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The NEW | JOLIN PLAIN 
PRIZE BOOK 
\ 





= 
= 
& 


a8 


1ZE BOOK 






ND LET US 
PROMOTION 


=~ 


Premium and Incentive Division 
JOHN PLAIN & COMPANY 
444 West Washington Street, Chicago 6 


Please send me a sample copy of the new John Plain Prize Book 
and details on your new Promotional Allowance Program. 




















Firm 

Address Phone No. 
City Zone State 
Attention of Position 
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no carbon/required 


TRADE MARK 


Ota 


‘‘NCR PAPER saves its entire yearly cost every 


six months by reducing operating expenses.”’ 


“We use NCR (No Carbon Required) Paper for 
18 different business forms. While the price is 
often more than for forms with carbon, the ad- 
vantages have a money value that offsets, many 
times, any increase in price. 

“Our office efficiency is improved because 
with these 18 forms carbon paper is eliminated. 
We do not have to insert or remove carbons, nor 
take the time to collate originals and copies. 
NCR Paper forms are made so that we pick up 


—RALSTON PURINA COMPANY, St. Louis, Mo. 
“A leading producer of feeds.” 


originals and copies as a unit. All this saves 
valuable time and expedites our paper work. 
And our employees prefer the cleanliness of 
NCR Paper. 
“We estimate NCR Paper returns its yearly cost 
every six months in reduced operating expenses.” 
P 
4 


> ye ip 
a \ vr 4a) my “ark 


Lewis B. Stuart, Executive Vice President, 
Ralston Purina Company 


ASK YOUR FORMS SUPPLIER ABOUT NCR PAPER 


ANOTHER PRODUCT OF 


THE NATIONAL CASH REGISTER COMPANY, 


1,039 OFFICES IN 121 COUNTRIES © 75 YEARS OF HELPING BUSINESS SAVE MONEY 


8 
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RALSTON PURINA COMPANY 


“SERVING ANIMAL AGRICULTURE WITH PURINA CHOWS.” 


RALSTON PURINA COMPANY 
saves time and money with 
these NCR Paper forms: 


Voucher Checks 
Voucher Registers 
Statements 

Invoices 

Purchase Orders 

Bills of Lading 
Remittance Advices 
Purchased Stock 

Payroll Checks 

Payroll Journal 

Payroll Earnings Records 
Analysis Report 
Shipping Instructions 
Advertising Request 
Selling Plan Report 
Re-order Notice 
Material Requisition 
Soybean Analysis Report 








DAYTON 9, OHIO 


* TRADEMARK REG U.S. PAT OFF. 


ee 
ELIMINATES 


CARBON PAPER 
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Now! World’s Smallest Recorder (1: lb. 
Records up to 4 Hours on one spool... 





then Minifon Plays Back Immediately! 


“BATTERY OPERATED MINIFON DOES 
BEST joB”’ Says Leading Executive! 


“I’ve tried other types of recorders and have 
discarded them all since I learned about MINI- 
FON.” Nothing can match the convenience and 
light weight of this remarkable pocket-size, highly 
faithful recording instrument.”’ Today major in- 
dustrial concerns insist that their executives carry 
Minifon recorders on all business trips, because 
Minifon is the only foolproof way to record on- 
the-spot information from contacts in the field. 
Minifon hears everything said and forgets nothing—eliminates the 
time, labor and errors-of-memory that go into written reports. And 
a Minifon with automatic push button controls will take dictation 
anytime, anywhere, under any conditions— you can even “‘talk to it” 
while driving a car or flying a plane! 


NEW, LONG LIFE RECHARGEABLE BATTERIES AVAILABLE 





ACTUAL SIZE 


only 1% x 4% x 6% inches 


WEIGHT 1% Ibs. 
Battery operated or AC 








The actual use of a featherweight Minifon recorder is too simple 
to need much explaining. You just stick it in a pocket and use the 
tiny mike under your lapel (or wear the facsimile wrist-watch mike 
or tie-clip mike!), and when you want to record your words—or 
the words of anyone within about twenty feet—you simply put 
your hand in your pocket and press a silent switch. You can record 
up to 4 hours of talk on a single “‘record’’ (wire reel), and the 
“records” are so small and light they can be mailed. 


Write now for Details and new 
MINIFON IS A VALUABLE AID TO SCIENTISTS, ENGI- seocsssssssssssssseee vebinteln Lnceratde se deisel. Geos 


NEERS, RESEARCHERS, BUSINESSMEN, PROFESSIONALS : GEISS-AMERICA, CHICAGO 45, ILL., Dept. M™-2 


Exclusive U.S.A. Importers 





MINIFON is the world’s ONLY AUTOMATIC PUSH-BUTTON 
POCKET RECORDER, a high-precision and virtually foolproof 
midget originally designed for military and diplomatic secret service 
work and now widely used in business, industry, and the various pro- 
fessions and trades. It is the most perfect instrument ever conceived 
for taking the pulse of a business situation or for obtaining data not 
otherwise obtainable. Perfect pocket secretary, and the only infallible 
memory of the spoken word that a person can carry in his possession. 


YES, | om interested in the remarkable pocket-size MINIFON 
recorder. Please send me completely illustrated brochure. 


Name 

Name of Company 

Address 

City State 


My special interest in a miniature recorder is for 


Seeeceeneeee Seeeeeeeeeeeeee Seeeeeeeeeeteneeeee Seeeeeeeeeeeeereeee seeeeseseseee Seeeeeeeeeeeaeee 
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TO INTRODUCE NEW 
PRODUCTS FASTER AND 
MORE SUCCESSFULLY 





Importance of New Products — Major com- 
panies report that “‘new products” account for 
50 to 60% of current sales. For most com- 
panies new products are essential to preserv- 
ing their market position and increasing their 
profits. 


“‘New Product Dilemma’’— Many companies 
find that new products pose a dilemma. Intro- 
duction is infrequent and so does not merit 
a special new products department. Manage- 
ment often has the choice of delaying a new 
product or going to market incompletely 
prepared and so risking failure. Either way, 
long-term growth and profitability are hurt. 


The Need for a New Product Introduction 
Service—The real need for a complete new 
product service has been verified by increased 
assignments from our over 500 clients. This 
service enables management to quickly and 
successfully introduce products without long- 
term overhead commitments or significant 
added organizational stress. 
Scope of Our Studies Includes: 

. Manufacturing feasibility 

. Design evaluation 

. Capital requirements 


. Production facilities, e.g., plant size, 
location and layout 


. Costing and pricing policy 
. Profitability 
- Marketing and market potential 


... Evaluation of features, including 
significant competitive advantages 


..- Distribution methods 
... Sales organization and policy 


... Recommendations on whether to market 


How We Insure New Product Success—For one 
client, we established the manufacturing feas- 
ibility of a new siren, recommended re-design 
to reduce weight and cost; increase durability. 
We then established the siren’s significant 
competitive features, determined its market, 
established pricing and distribution policies. 


—For a company planning to introduce a new 
fiber drum, we determined the size of its 
potential market, production facilities needed, 
and the degree to which the new product 
would compete with its basic product, steel 
drums. In determining the size of the pro- 
duction facility, it was necessary to provide 
for expected demand, but to avoid undue 
surplus capacity. 


—For a client with a “mature” product, who 
was looking for a way to increase his already 
high market share, we recommended a simple 
solution. This was to market a slightly modi- 
fied model under a new brand name. This 
plan increased his volume importantly. 


How This Service Saves Time and Money—Our 
service saves time by developing pertinent 
facts from which our recommendations are 
made. Management’s attention is essentially 
confined to decision-making until the prod- 
uct is ready to be produced and marketed. 


Our service saves money by insuring that a 
new product is likely to succeed because it 
has been thoroughly planned. 


Important too is the economy of our service. 
Because fixed overhead is not incurred, our 
studies can be costed against the new product 
and so are self-liquidating. 


For an interesting case history of how we 
attack the problems of marketing a specific 
new product, write for Folder NP. 


Yotn Ch. Fatton 


MANAGEMENT ENGINEERS, INC. 


180 WEST ADAMS STREET * CHICAGO 3, ILLINOIS 
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DESK STANDS 


ROTARIES 


Acme makes the most complete line of visible record 
equipment in the world. Let us show you how to save 
time, labor and money with an Acme Visible Record 
System designed to meet your specific requirements. 


ACME VISIBLE RECORDS, INC. 


Crozet, Virginia 
District Offices and Representatives in Principal Cities 











Pr Nee VISIBLE 











speeds the availability of _ 
source ma erial | 





provides accessible fiting 
for the prod icts : 












CRE RARE 


tapes at astounding spec d. | 
many become permanent _ 


with SEEABLE indexing eed handling 
of this material to sa ana with: Se tastenacr es 


ACME CARD HOLDERS with iin ‘puichad ‘cords es 
speed data input into high speed computors for tabu- cae 

lation and payment of fees to song writers and pub- - 
lishers. Conversion to this efficient automation control = _L 
reduced personnel 50%, space 75% and increased 
production over 400% because now 40,000 cards 
do the job that formerly required 1,000,000 cards, 








FLOOR STANDS CARD HOLDERS TRAYS CABI 





















_ ACME VISIBLE RECORDS, INGs, Cr meh Veit — 
We are interested in filing ; ome 
DL) Tepes (opprox. length)______ } 
(1) Edge-punched cards 0 Tapprox: number 
(LBM, Cards of records) — 
C] Have representative call. Date ..._ Time _. 
Attention 
Address 
City Zone Stafe__ 
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Wuar you are looking at (see left) is the 
business story of the year—a simple, sure, 
almost incredibly efficient automation method 
known as FRIDEN TAPE-TALK. This strip of 







Friden punched paper tape contains part of an 


e+e ° ° . ° 
. vice invoice... figures and words, written out, 
ee ° 
Oo o. calculated and related, captured in the holes. 
~ ee 
am .*.:,°° Data has been punched here by one of the 
ue ere 


Friden Tape-Talk units, and the same or another 
similarly talented Friden Tape-Talk unit can 
extract it again from the holes, restore it 
to conventional, readable form. Or the 
invoice tape itself 

can command other 


N 


machines to reproduce 


selected data for 
other accounting or 


FRIC 


statistical purposes. 





All automatically — 


ne COMPUTYPER® A : d 
Automatic billing department in one desk without chance for errors, without operator 


AUTOMATIC INPUT-OUTPUT DEVICES decisions or even manual movements. 


Each Friden Tape-Talk unit is practically a 
JUSTOWRITER® Automatic justifying 7 


66 99 . : ae 
type-composing machine system In itself. You re on your way 
z x ‘ 7 "ai 
ieetaaiad tnsiishiens ul to an Automatic Office the day your first 
reader-selector-sorter = Pape-Talk unit goes on the job. 
4 
TELEDATA® Automatic tape LL 


transmitter-receiver 


ADD-PUNCHE® Automatic code tape 


* 
adding-listing machine i } 
FRIDEN CALCULATOR The Thinking | 2 
Machine of American Business 
FRIDEN NATURAL WAY ) 


ADDING MACHINE 
FRIDEN MAILROOM EQUIPMENT 
Watch a demonstration of the Friden automatic 


FRIfS* 











machines that seem best qualified to lick your toughest 
office problems. Invite in your nearby Friden Man 

or write Friden, Inc., San Leandro, California. 
Friden sales, service, instruction available 


throughout U.S. and the world. 


FLEXOWRITER® Automatic tape 
writing-accounting machine 


@) Friden, Ine. 
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:  — 23 * Me 
hy ol 1 -Tol-mag i f- Ti Maile leidlale| Never crowds a desk 


LOWEST PRICED ALL-ELECTRIC 
ADDING-SUBTRACTING MACHINE! 


New phone-size underwood Add-Mate 


K Adds, subtracts, multiplies, totals, sub-totals 
& Only 7% |lbs.—so compact, take it home or on trips 


w 10-Key keyboard—so simple anyone can use it 
4x Only $168.50 plus tax—as low as $5.45 down 


(At your Underwood office, 
or see your local dealer.) 


“like wearing magic gloves!” 


Ideal figuring machine for 
Stores - Homes - Offices 


ADD-MATE 


ere . mmelale(— a felele 


epee VAX “pi Bos laat-t-3i-10-S6 Zolli gm el-lel-laudela 4 
STYLED IN 5 COLORS a ee 


STURDY, ATTRACTIVE aa ;, 4 lta Order your Add-Mate® from your 
CARRYING CASE—EXTRA ; re, Keotot-UMol-¥-i-lamol mm Olalol-ladelol> Mel iilel- 
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IF YOU’RE RESPONSIBLE for a lot of carpet or just a little, 


you'll be on much safer ground if you consult any qualified LEES dealer. 


Every one is Lees-trained to help you choose the perfect carpet for your 
kind of building, your traffic, your decorative scheme and your price. 

















HOTELS 


OFFICES 


CHURCHES 








STORES 


You can feel SURE with 
those heavenly carpets by Lees 


nly carpets 
(and sure with Lees dealers, too) heavenly carp 


Immediate delivery on any one of thousands of carpet styles from our by Lee 


strategically located warehouses. Custom designs to your specifications 
take just a bit longer. Every Lees carpet is mothproof for its life. 


James Lees and Sons Company, Bridgeport, Pa. Commercial Carpet Division 
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THIS IS A LOW-COST MOVABLE WALL SYSTEM 


designed for long-range economy 


as well as initial cost savings! 


You’re looking at the latest in low-cost movable 
walls. It’s the trim, new “HP” system by 
HAUSERMAN. 

Here is a modern movable wall system with 
HAUSERMAN beauty, quality and movability. 
And complete interchangeability of compo- 
nents assures 100% reuse when floor plans 
change. Full-flush appearance with single-line 
joints, underscored by your choice of color, 
elevation and combination of glass or steel 
panels, creates a design of striking simplicity. 


“HP” Walls are priced competitively with 


MOVABLE °~~~>------ 
HAUSERMAN 
INTERIOR 


Company —— 


WALLS 


Street 





THE E. F. HAUSERMAN COMPANY 
7338 GRANT AVENUE, CLEVELAND 5, OHIO 


Hauserman of Canada Ltd. 
Mallard Road, Toronto, Ontario 


Please send free ‘““HP”’ literature to: 


PROSIO : nn<<nctnadadipanmanetid 


any other type of interior wall. And in addition 
to their low initial cost, “HP” assures you 
the full value you would expect from the 
leader in the movable wall industry. Backed by 
HAUSERMAN national lifetime service, “HP” 
will keep pace beautifully and economically 
with your changing needs. 

For details, call the HAUSERMAN representa- 
tive nearest you listed in the Yellow Pages 
under “ParTiTIONS.” Or write The E. F. 
Hauserman Company, 7338 Grant Avenue, 
Cleveland 5, Ohio. 
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YOURS 


FOR THE 
ASKING 








These booklets—promotional and otherwise— 


contain ideas of possible profit to you. Each 


item listed will be sent to you without cost. 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


WwW 


Cameras as sales incentives 


A nine-point check list on how to 
use incentive programs is given in 
a brochure just published by Polaroid 
Corp. 

Advantages of using the incentive 
technique to build sales and make 
profits are emphasized. 

The booklet also gives reasons why 
the Polaroid Land Camera, retailing 
at $72.75, makes an ideal incentive 
premium. 

For a copy of this free brochure on 
incentive programs, circle number 257 
on the Reader Service Card. 


_" 


How to talk so they'll listen 


“But . . . Is Anybody Listening?” 
is an interesting booklet adapted from 
a talk presented by Dr. Warren Guth- 
rie of Western Reserve University on 
the art of communication. 

He discusses many of the problems 
of oral communication and offers so- 
lutions. He stresses the importance of 
the hearer’s participation and the vari- 
ous levels of listening. The presenta- 
tion is highlighted with many colorful 
examples. 

For your copy of this 12-page book- 
let, circle number 260 on the Reader 
Service Card. 


WwW 


How to evaluate letterheads 


A file folder filled with data on ef- 
fective design of letterheads has been 
prepared by R. O. H. Hill, Inc. 

Titled “Letterhead Logic,” the ma- 
terial includes a 10-point check list 
for rating the efficiency of your own 
company letterhead. 

Several sample letterheads are ac- 
companied by an explanation of the 
components of each design and the 
printing process used. 

For this free package on letterhead 
design, circle number 255 on the 
Reader Service Card. 


WwW 
Guide to annual reporting 


Hundreds of illustrations highlight 
a newly revised 88-page manual, “The 
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Annual Report” by S. D. Warren Co. 

Carefully chosen pages—360 in all 
—are reproduced from reports of vari- 
ous sized companies. 

This graphic guide to effective an- 
nual reports covers presentation of 
balance sheets, facilities, manufactur- 
ing methods, product development, 
managerial relations, personnel work, 
plans and objectives. 

For your copy of this pictorial 
guide, circle number 261 on the 
Reader Service Card. 


WwW 
About product performance 


How to build predictable excellence 
into a product is the subject of “High 
Reliability,” a 16-page booklet by 
Standard Pressed Steel Co. 

This is a technically supported pre- 
sentation, not a “fluff” treatment. It 
points out how and why lack of pre- 
cision and perfection is increasingly 
more costly in this age of faster 
speeds, greater stresses, higher tem- 
peratures, closer tolerances and 
greater forces. 

Formulas for achieving the high 
reliability factor are detailed. It points 
out how all members of a business are 
involved in insuring quality perform- 
ance of products. 

For your free copy of this authori- 
tative easy-to-read booklet, circle num- 
ber 259 on the Reader Service Card. 


Ww 


How to prepare sales catalogs 


Here is a step-by-step guide to 
planning, pricing and _ distributing 
sales catalogs. 

Prepared by the Direct Mail Print- 
ing Co., the 28-page booklet is in- 
dexed in detail for ready reference. 

Helpful suggestions cover a variety 
of ways to increase usefulness and re- 
sults from catalogs: how to make it 
easy for prospects to order, what size 
is best for a given purpose, and other 
time and money saving hints. 

The booklet also includes a price 
list for catalogs in various sizes and 
quantities. 

For a free copy of “The Sales Cata- 
log,” write to Direct Mail Printing Co., 
15 W. 20th St., New York City 11. 


. 


How to develop ideas 


“The Care and Feeding of Ideas” 
is a worthwhile book published by 
A. B. Dick Co. 

Divided into three sections, it tells 
how to successfully develop ideas, 
how to explain ideas, and how to put 
ideas into action. 

The 30 pages include many check 
lists and illustrate good and bad meth- 
ods of expressing ideas. 

For this practical guide on idea de- 
velopment, circle number 262 on the 
Reader Service Card. 


WwW 
Office copying techniques 


How modern office copying can save 
money and increase efficiency in var- 
ious departments is described in a new 
16-page booklet by Eastman Kodak 
Co. 

Titled “Four Versatile Office Time 
Savers,” the piece shows the many 
ways copying machines can be used to 
advantage in any office. 

For a free copy, circle number 254 
on the Reader Service Card. 


W 
EDP monthly 


Of interest to executives in the field 
of electronic data processing is “EDP 
Analyzer,” a leaflet published monthly 
by Canning, Sisson & Associates. Each 
issue reviews outstanding develop- 
ments in business electronics. 

For this free monthly, write to Can- 
ning, Sisson & Associates, 1140 S. 
Robertson Blud., Los Angeles 35. 


WwW 
For faster filing and finding 


Ezyindex Products Corp. offers a 
48-page catalog detailing 250 color- 
keyed indexing items — ranging from 
ring book tabs to visible system sup- 
plies. Eight sections cover devices to 
fit almost every type of business in- 
dexing requirements. A price list is 
also included. 

For this free catalog, write to 
Ezyindex Products Corp., 35-29 153rd 
St., Flushing 54, N.Y. 
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Your Bruning Man Has the Products, Experience, and Service’ F 


) The Copying Machines and ( 
You Need to Speed and ‘{§ 
Operations Throughout * 


@ Only your Bruning Man gives so much, does so much to help you Mi 
make a clean sweep of paperwork troubles throughout your company! of 

He has a versatile Copyflex copying machine to meet nearly every no 
systematized paperwork need. He offers a complete line of copying PU 
equipment for special purposes. He provides a complete variety diz 


of copying materials, tailor-made for his machines. 


inf 
COPYFLEX FLEXIBILITY! Your Bruning Man gives you Copyflex—low- fle: 
cost Diazo copying at its best! Copyflex gives you clean, white mu 
facsimile copies — in seconds — for less than A PENNY EACH for PRK 
letter size. No stencils, masters, or negatives. And anyone can rec 
operate Copyflex. Machines are clean, quiet, and fume-free — ideal she 
for office use. You copy anything typed, written, printed, or drawn the 
on translucent paper, cardstock, or film. You make white or color- tio 
tinted copies. You make translucent copies from which additional 
copies can be made. AC 
And look how your Bruning Man helps you put Copyflex flexibility = 
to work throughout your company. With Copyflex one-writing she 
systems, you completely eliminate the tremendous amount of lat 
clerical copying work that goes on, hour after hour, from your is 
accounting department to production plant. With Copyflex, infor- of 
mation is written only once, all subsequent documents in any ’ 
systematized operation are mechanically reproduced. Here are four Co 
\ basic examples: pe 
spe 
ORDER-BILLING. Copyflex reproduces invoices directly from original tat 


translucent order forms, whether single, snap-out, or continuous. 





Copyflex 250. Provides extra- 


Copyflex 110. Just slightly larger 
than a typewriter! Copies originals 
11” wide by any length. Makes up to 
300 exact copies of one or many 
82 x 11” originals per hour. Unit is 
self-contained, requires only a 115 
volt AC connection. 


Copyflex 300. This self-contained, 
table fop machine has full 30” copy- 
ing width, will accommodate largest 
accounting worksheets. In large organ- 
izations, it is ideal for supplementing 
main reproduction centers. Operates 
on 115 volt AC. 


fast production of high quality 
Coto) ol {-S temeed 6] om om PNOLOLO MEI -Si(-Taet ip 4 
copies per hour. Features 182” 
copying width, big-capacity feed 
table, fast return of originals, 
automatic separation. Operates 
ro) 201 OR Zo) | a. Oo 





Copy 
produc 
46” Lae 
75 f.p. 
oh Yo Me 
ilehite 

split la 


Facilities to Give You... 


One-Writing Systems 
Simplify Major 
Your Company! 


Multiple shipments are handled by making reproducible copies 
of the original order for each shipment. No manual transcription, 
no separate preparation of invoices. 


PURCHASING-RECEIVING. Copyflex reproduces receiving reports 
directly from translucent copies of purchase orders. Receiving 
information is entered on these copies after deliveries, then Copy- 
flex copies made. Receiving report time and work is reduced as 
much as 80%. 


PRODUCTION CONTROL. Copyflex reproduces production orders, 
requisitions, and related papers directly from translucent operations 
sheets or cards. Variable information for each order is added to 
the original, then Copyflex copies made. No rewriting of descrip- 
tions and specifications. No costly copying errors. 


ACCOUNTING. Copyflex reproduces nearly every type of account- 
ing report or statement, including tax returns, directly from work- 
sheets or originals. For cumulative and comparative reports, 
latest figures are added to worksheets, Copyflex copies serve as 
up-to-date reports. Copyflex eliminates the tremendous amount 
of clerical copying in accounting operations. 

Your Bruning Man will help you save time and money with 
Copyflex in many other company operations, such as marketing, 
personnel, general administration, and engineering. He will help you 
speed operations, save work in such specialized fields as transpor- 
tation, banking, insurance, real estate, law, and graphic arts. 








| 
Verifax Bantam Copier. The 


Copyflex 675. Unrivalled for high 
production and operator conveniences. 
46” copying width with speed up to 
_75 f.p.m. Exposure lamp can be oper- 
ated at 7,500 or 5,000 watts. Auto- 
matic stacking, automatic separation, 
split lamp shield. 230 volt AC. 


ultimate in a low-cost, light-weight 
copier. Makes 5 permanent copies 
of any document in one minute 
for as little as 2%2¢ each—on 
NYalti-M oLelule haha ol Lol ol-1em All ae] ob 
opaque material, ball-point writ- 
ing, and other difficult originals. 





ACCOUNTING 









Product 
and Help 
You Need— 


When You 
Need It! 








*% Bruning Sales-Service Branches 


¥% Bruning Distributors 
© Bruning Plants 


Your Bruning Man 
Gives You the 













@ Only your Bruning Man gives you the 
copying service provided by a company with 
over 60 years’ experience as_ researcher, 
manufacturer, and supplier. 

Because Bruning has the most compre- 
hensive network of sales-service branches, 
distributors, and plants in its field, your 
Bruning Man is located near you. His 
Bruning Branch headquarters carries a full 
line of Bruning products, is staffed and 
equipped to give you fast, efficient supply. 
You run no risk of costly delays for lack of 
materials or service. 

Because Bruning has its own coating 
plants and manufactures its own Copyflex 
machines, your Bruning Man provides you 
products of dependable, consistent high 
quality. Because of aggressive Bruning 
research, your Bruning Man assures you 
the newest and most advanced copying 
machines and materials on the market. 


There you have it! Only your Bruning 
Man gives so much, does so much to help 
you speed and simplify paperwork, elimi- 
nate the tremendous waste of clerical 
copying throughout your entire company. 
Why not call him today? 


(BRUNING ) 


Low-cost Diazo Copying at Its Best 














Atlanta 3, Ga. Columbus 8, Ohio 

411 Williams St. N. W. 1043 W. Third Ave. 
Baltimore, Md. Dallas, Texas 

17 W. Franklin St. 1936 McKinney at Harwood 
Boston 15, Mass. Dayton, Ohio 

965 Commonwealth Ave. 233 E. Helena St. 
Chicago 7, III. Denver, Colo. 

300 W. Congress Plaza 352 Santa Fe Drive 
Cincinnati 29, Ohio Detroit 11, Mich. 

4507 Reading Road 2335 East Grand Bivd. 
Cleveland 14, Ohio Milwaukee 3, Wis. 
1815 St. Clair Ave. 530 North Ninth St. 
Birmingham, Ala. Buffalo 3, N. Y. 
Birmingham Blue Print Co. Copy Products Inc. 
2121 Third Ave., No. 27 E. Huron St. 
Calgary, Alberta Edmonton, Alberta 
537 11th Ave. West 10855 107th Ave. 





New Orleans 18, La. Portiand 1, Oregon 
2136 S. W. Fifth Ave. 
New York 13, N.Y. 
1508 Belleville St. 
Oklahoma City 2, Okla. Rochester 10, N.Y. 
809 N.W. 2nd St. 
Philadelphia 11, Pa. 
7790 Dungan Rd. 


1312 N. Central Ave. 
Pittsburgh 17, Pa. 


49 Bridgeport Ave. 


DISTRIBUTORS 


Memphis 1, Tenn. 
Little Rock Blue Print Co. 
195 Madison Ave. 


IN CANADA 


Hamilton, Ontario 
627 Main St. East 


Toronto 1, Ontario 





Write, Phone, or Visit Your Nearby Bruning Office 


Honolulu 14, T. H. San Francisco 24, Calif. 
317 Kamakee St. 75 Industrial St. 
Houston 1, Texas San Jose, Calif. 

3522 Polk Ave. 1600 N. 4th St. 
Indianapolis 7, Ind. Seattle 1, Wash. 

1915 W. 18th St. 2025 Third Ave. 
Kansas City 5, Mo. Teterboro, N. J. 

1026 Wyandotte St. 125 North St. 

Los Angeles 38, Calif. Washington 7, D.C. 
855 Cahuenga Bivd. 2311 M. Street N. W. 
St. Louis 3, Mo. Witchita, Kansas 
2635 Olive St. 608 E. Central 
Minneapolis 15, Minn. Toledo 2, Ohio 
Albinson Inc. Newell B. Newton Co. 
520 4th Ave. So. 1010 Jackson St. 
Montreal, P. Q. Ottowa, Ontario 
8395 Bougainville St. 77 Metcalfe St. 


Winnipeg, Manitoba 
Watt St. at Union 








Letters 


Questions “tax free income” 


sir: In the article by Mr. Samuel M. 
Lipp, “Who would own your business 
if you died right now?” [MM, Dec. 
58], the statement is made that “the 
annual increase in cash value_repre- 
sents tax free income.” 

This is quite a startling revelation to 
me. It is quite different from my un- 
derstanding of this subject, which is 
dear to my heart. I have always under- 
stood that a premium payment results 
in two parts—increase in cash value, 
and cost of the insurance. 

When an ordinary life insurance pol- 
icy has been in effect for several years, 
for example, if the annual gross pre- 
mium is, say, $5,000, then you would 
expect to credit your cash account by 
the total of $5,000. In turn, you would 
debit the cash value account by about 
$4,000 and debit “Insurance Cost” by 
the difference of about $1,000. The 
$4,000 represents a transfer of funds 
while the $1,000 is strictly an expense. 

“Insurance Cost” is not an allowable 
expense in the eyes of the Internal 
Revenue Department, so this portion 
is simply a reduction of surplus. 

I wonder if the author would care 
to explain where the “tax free income” 
in the form of increased cash values is 
represented. 


ROBERT M. SKIDMORE 
PRESIDENT 
SKIDMORE GEAR CO. 


CLEVELAND 


® Here are Author Lipp’s answers to 
the questions raised by Reader Skid- 
more: 

“When an insurance premium is 
paid by a corporation upon insurance 
it owns for corporate purposes, the 
premiums are never deductible. The 
premiums are legal payments and the 
insurance proceeds, in the event of a 
death, represent tax-free income to the 
corporation. 

“When a policy has equity (such as 
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The NEW Plus-O-Matic Electric 


WITH THE ‘ 





































Faster 

More Accurate 

Eliminates Key Depressions 

Multipliers Visibly Displayed 

Easier to Operate Because It’s Automatic 
“The Motor Does The Work”’ 






The “Magic Multiplier” is an 
exclusive feature of the New 
PLUS-O-MATIC Electric Duplex 
Adding Calculator! 


Stil The Most Economical 
Key-Drive Calculator 
to Buy and Maintain! 


Computing Machines Division 


5 Beekman Street 
TROL SYSTEMS, INC, w022)"" 
tf @ REctor 2-0045 


Representatives in Principal Cities 
(Circle number 117 for more information) 





SPACEFINDERS PAY FOR THEMSELVES 


SAVE TIME 


Clerks file faster with Space- 
finders, save initial cost yearly. 
These proven savings result 
from unmatched visibility and 
accessibility. 


SAVE SPACE 


Each Spacefinder gives you 204 
visible, accessible, filing inches 
—holds a stack of papers 17 
feet high! 


SAVE MONEY 


Handsome Spacefinders cost 
less because fewer units do the 
job. You save rent, filing more 
in less space. 


DO A BETTER JOB 


Because Spacefinders provide 
the speed, convenience and 
economy of shelf files with 
dust, dirt, fire protection of 
























drawer files. TAB PRODUCTS CO. - 
995 Market St., San Francisco 3 4 

At no obligation, please send Spacefinder brochure 

® 

MAIL COUPON TODAY > =avE » 
POSITION - 

su X eB FIRM = 

= wea«> EP 4) €S : +s < <>. ad 
ADDRESS H 

city ZONE___STATE__& 





(Circle number 153 for more information) 
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Mey R 
ALaRORO AND ih 
see aS omsaieor 
SUNNY MAINLAND SIDE 

OF SAN FRANCISCO BAY 











36 OF UNITED STATES’ — 
TOP 100 INDUSTRIES CHOOSE 
METROPOLITAN OAKLAND AREA 


See for yourself why industries markets, transportation, man- 
have invested more than $400,- power, climate, water, fuel, 
000,000 in new plantsand major POWer, raw materials, living 
expansions in Metropolitan vecncmccmeg nape a ame 
Oakland Area since World War Wiiees tecetion. ar tab. 
II. Write today for free Factfile : ‘ 


nef : : ligation. All inquiries strictly 
giving detailed information on confidential. 


IMA srroroumss 

AKLAND 

On: 
CALIFORNIA 


ALAMEDA + ALBANY + BERKELEY + EMERYVILLE + FREMONT * HAYWARD 
LIVERMORE +» NEWARK + OAKLAND - PIEOMONT - PLEASANTON + SAN LEANDRO 


Suite 2110 

1320 Webster Street 
Oakland 12 
California 






(Circle number 102 for more information) 


don't buy... don't “‘half-lease ‘ 














FOR ON-THE-SPOT 
FULL-SERVICE! 


CHECK these reasons for choosing a nationalease firm: “ Experienced 
nationally, but locally owned. M Cost geared to the local area, flexible in 
scope. M Service garages owned, equipped and staffed by the lessor, well- 
managed to effect maximum efficiencies. ~ Extra equipment always avail- 
able for peak-load or accident emergencies. Adaptable to unusual needs, 
special equipment, off-point locations. ™ Reliable— preferred! 


LEASE eee for Profit! nationalease service doesn’t add to your 


cost ... it saves! Saves unproductive capital and management 
time you now spend on trucks. All you do is supply the driver, 
then operate the truck as if you owned it. 
Write us for the name of the nationalease company in 
: ~~ your area, and descriptive brochure. 
Nationallease 


~ or NATIONAL TRUCK LEASING SYSTEM 


Members in principal cities in the United States and Canada 
23 E. JACKSON BLVD., SUITE M-2 e« CHICAGO 4, ILLINOIS 


(Circle number 136 for more information) 
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the ordinary wholg life policy as com- 
pared to term insurance), we charge 
the “cash” account, and credit the 
surplus account by the increase in cash 
value. The difference between the 
payment and the increase in cash val- 
ues is written off. 

“Legal reserves are increased each 
year by the guarantee of interest. That 
is, the legal reserve at the end of a 
policy year is called Terminal Reserve. 
The Terminal Reserve plus the next 
year premium payment is called the 
Initial Reserve. The Initial Reserve re- 
ceives a credit of 24% or 3%, in accord- 
ance with the guarantees in the policy. 
Then the reserve is charged for the 
cost of one year term insurance for the 
net amount at risk. The balance is now 
called the Terminal Reserve. Phrasing 
it very simply, the annual increase in 
legal reserves attributed to interest is 
“tax-free income” to the corporation. 

“If my statement was interpreted to 
mean that the annual increase in cash 
values represented tax free income, 
then that is incorrect. If such an infer- 
ence was properly drawn, then I am in 
error, I never intended such an infer- 
ence. However, the difference between 
the net premium paid (gross premium 
less dividends, if any) and the annual 
increase in cash value does not repre- 
sent insurance cost. However, these 
differences, in exact meanings of words, 
are not important for practical pur- 
poses.” 





VOTE 


ON OUR NEW COVER 


Last month we made a major 
change in the cover design of 
MANAGEMENT MetHons. In place 
of a single photograph dominat- 
ing the page, we added colorful 
blocks highlighting various fea- 
tures. 

We'd like to know what you 
think of the change. Please use 
the postage-free Reader Service 
Card to send us your vote. 


| like the new MM 
cover — circle number 


245 on the Reader 
Service Card. 


I like the old cover 
better — circle number 


244 on the Reader 
Service Card. 











MANAGEMENT METHODS 


“ore 








Which S 
these 

39 cities 
is your 

next stop? 
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. Sheraton’s 


EAST 
NEW YORK 
BOSTON 
WASHINGTON 
PITTSBURGH 
BALTIMORE 
PHILADELPHIA 
PROVIDENCE 
ATLANTIC CITY 
SPRINGFIELD, Mass. 
ALBANY 
ROCHESTER 
BUFFALO 
SYRACUSE 
BINGHAMTON, N.Y. 
(opens early 1959) 
MIDWEST 
CHICAGO 
DETROIT 
CLEVELAND 
CINCINNATI 
ST. LOUIS 
OMAHA 
AKRON 
INDIANAPOLIS 
FRENCH LICK, Ind. 
RAPID CITY, S. D. 
SIOUX CITY, lowa 
SIOUX FALLS, S.D. 
CEDAR RAPIDS, lowa 


SOUTH 
LOVISVILLE 
DALLAS 
(opens early 1959) 
AUSTIN 
MOBILE 
WEST COAST 
SAN FRANCISCO 
LOS ANGELES 
PASADENA 
PORTLAND, Oregon 
(opens fali 1959) 
CANADA 
MONTREAL 
TORONTO 
NIAGARA FALLS, Ont. 
HAMILTON, Ont. 


A call to the nearest Sheraton Hotel sets in motion the 


world’s fastest hotel reservation service. RESER VA TRON, 


R ESE R VA TR 0 N got new electronic marvel, reserves and confirms your room fl 


him his hotel reservation 


any Sheraton Hotel coast to coast in split seconds! 
For hotel reservations for your next trip, just phone Sheraton. 


in just 4 seconds! Let RESERVATRON take it from there. 


FREE BOOKLET to help you plan 
trips, sales and business meetings, 
conventions. 96 pages, describing 
Sheraton facilities in 39 major cities. 
MEMBERSHIP APPLICATION for the 
Sheraton Hotel Division of the 
DINERS’ CLUB. This card is an 
invaluable convenience for the 
traveler — honored for all Sheraton 
Hotel services. 


Just send us this coupon — 
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Sheraton Hotels, Dept. 58, 470 Atlantic Ave., Boston 10, Mass. 


Please send me, without obligation: (1) Sheraton facilities booklet 
{] Membership application for the Sheraton Hotel Division of the Diners’ Club 
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SURVEY 
REPORT 





What’s happening to 


Top management's over-all level of compen- 


sation has held steady. Reason: fewer and 


smaller bonuses. But patterns vary widely. 


top executive 


Bonuses are be- 
coming less important to top exec- 
utives. Direct salary and pension 
fund payments are becoming rela- 
tively more important. 

The recent recession decimated 
many an executive bonus. But long 
before the recession hit, bonuses 
had begun to shrink slowly in rela- 
tion to total compensation. 


















































FACTS FROM AMA’S EXECUTIVE COMPENSATION STUDIES 
1953 1954 1955 1956 1957 
Sales and profit trends 
Sales—percentage of change from preceding up 9.9% 2. up 10.7% up7.8% up 7.7% 
year 
Profits—percentage of change from preced- up 8.3% up 4.1%* up 24.8%  up5.0% down 2.8 
ing year 
* Influenced by discontinuance of excess profits tax. 
Breakdown of top executives’ 
compensation * 
Salary—percentage of total compensation 77.3% 77.8% 78.5% 78.7% 79.7% 
Bonus—percentage of total compensation 16.8% 15.8% 15.6% 14.4% 13.3% |i 
Company contribution to pension plan—per- 5.9% 6.4% 5.9% 6.9% 7.0% ] 
centage of total compensation I 
* Based on approximately 12,000 top management positions. } 
Hi 
Top executive salary changes 
Percentage of executive salary increases 45% 38% 48% 49% 47% | 
Percentage of unchanged executive salaries 49% 51.9% 42% 41% 42% } 
6.0% 10.1% 10.0% 10.0% 11% ~~ if} 


Percentage of executive salary decreases** 


* Based on a position for position (rather than name for name) com- 


parison of approximately 12,000 jobs. About 80% of the positions 


remained filled by the same incumbent. 


** Due primarily to new men in the positions. 
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bonuses? 


In the latest big survey of execu- 
tive compensation, just half (50.8%) 
of the companies said they paid 
bonuses to their top men. This is 
down from an over-all average of 
58% in recent years. 

The study showed over-all aver- 
age bonus size to be 36% of salary, 
compared with 45% in recent, more 
profitable vears. 

One result of fewer and smaller 
bonuses was that the “average” exec- 
utive stood still in terms of total 
compensation during the early re- 
cession period. This despite the fact 
that 47% of them received salary 
boosts, according to the survey. 

The study was conducted by the 
American Management Association, 
its ninth annual survey of top man- 
ment compensation. It covered 
30,000 high-ranking executives in 
more than 3,500 companies of all 
sizes and types in the U. S. and 
Canada. Time period covered was 
essentially the calendar year of 
1957, but fiscal years closing as late 
as July 1958 were included in the 
survey. 

AMA holds in confidence the full 
findings of its survey, making the 
250-page report available only to 
subscribers to its Executive Com- 












FEATURE THAT 
SPECIAL 
OCCASION 
WITH 


T&R 


Whether it’s for 
a plant opening, 
anniversary, or any 
other special event, 
distinctive key 
chains by Irons & 
Russell serve as a 
pleasing reminder to 
all your customers, 
friends and em- 
ployees. 

I & R low-priced 
key chains incorpo- 
rate all the crafts- 
manship and quality 
of over 90 years in 
the manufacture of 
fine jewelry. 

Write for our free 
booklet, ‘‘The Key to 
Creative Thinking’’. 


IRONS & RUSSELL COMPANY 


INDUSTRIAL DIVISION 


Emblom Manufacturers Since 1861 
95 Chestnut Street, Providence, R. |. 
(Circle number 135 for more information) 





NO COSTLY SHELVING NEEDED WITH 


CONVOY “Chem-Board’’* 


RIGID, PERMANENT, INEXPENSIVE 
record storage FILES 






Chem-Board Storage Files are perma- 
nent. They cost and weigh about 50% 
less than steel; cost less than some cor- 
rugated paper files. They’re shipped 
assembled, ready for use. 
NOW-—smooth, staple-free 
fronts make them suitable 
even for “front-office” use. 


Available in letter, legal, 
check, deposit slip, tab card 
and many other sizes. 


*CHEM-BOARD IS RIGID- 
IZED CORRUGATED BOARD 
PROCESSED TO REMARK- 
ABLE STRENGTH. 


CONVOY, Inc. 


STATION B, BOX 216-M 
CANTON 6, OHIO 


(Circle number 118 for more information) 












DELTA 





Air Freight 
costs less than you think! 


Holds down inventories! Holds down costs of crating, 
insurance, capital tie-up. Protects against deterioration 


and market declines! 


Delta's all-cargo fleet 
carries most anything. 
11-foot doors, 

7% ton capacity. 











pensation Service. A few over-all an 
facts and figures have been made 
known, however, and the figures 
displayed in the chart at left were 
specially compiled by AMA as a 
courtesy to MANAGEMENT METHODS 
readers. 


Call Delta Air Lines 
\ or write 
\ General Offices: 
Atlanta Airport, 
Atlanta, Ga. 


More security 


The figures in the chart indicate 
a trend toward more financial se- 
curity for top executives, says Dean 
H. Rosensteel, director of AMA’s 
Executive Compensation Service. 
In a small but steady way, straight 


e) __/) 


MOST COMPLETE ALL-CARGO SERVICE 


TO AND THRU THE SOUTH 
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How Net Profits were Increased 
up to 3%2% by Stopping Leaks 
which Permitted Employee 


Dishonesty 


Three Examples of Simple and Inexpensive Techniques 
Which Reduce Opportunities to Defraud 


An accounts payable clerk of a medium- 
sized manufacturer obtained over $150.- 
000 by re-submitting invoices for raw ma- 
terials that had already been paid. He was 
intercepting the signed checks thus ob- 
tained and converting them to his own use. 
He did this by copying the vendor's en- 
dorsement, adding an assumed name, and 
depositing them, along with cash, in an 
account carried under the assumed name. 
This had been going on for over four years 
when discovered accidentally. Sometimes 
he would use an uncanceled paid invoice 
accompanied by its supporting papers; on 
other occasions he would use a duplicate 
invoice, supporting it with uncanceled pa- 
pers previously used to support the origi- 
nal invoice. Inventory shrinkage in the 
four years preceding discovery exceeded 
$70,000 per year—4.75% of net profits. 
Future occurrences of similar acts were 
effectually prevented by placing a cancel- 
ing perforator under the supervision of the 
signing authority. All vendors’ invoices 
and all papers supporting them are now 
permanently canceled under supervision of 
the signing authority before being re- 
turned to the Accounts Payable Depart- 
ment for filing. Since up to 20 papers are 
perforated in a single actuation, there is 
no temptation for the operator to skip 
some pages of an invoice bundle and leave 
some of the supporting papers uncanceled. 
In the two years that this system has been 
in effect, inventory shrinkage was less than 
$4,000 the first year and $3,500 last year. 


$100,000 of Building Material 
Vanished 


Over 50% of known frauds are uncovered 
by accident in this fashion. For another 
example, the guard at the gate of a large 
building material yard had a telephone 
call while in the midst of checking out a 
load. He turned over the delivery ticket 
which the driver had just handed to him 
and made a notation on the back. When 
he finished the call, he transferred the no- 
tation to papers of his own and finished 
checking out the driver. The next day, 
when checking out another load, which 
seemed to be accompanied by properly 
authorized papers, he just happened to 
turn the set of tickets over and saw the 
same memorandum that he had jotted 
down the day before. While the driver was 
discharged, the fact that inventory short- 
ages were averaging over $100,000 per 
year indicated that a lot more material 
than a single driver could take out must 
be leaving the yard without being billed. 


A secure control over shipments was 
sought. It was found in a lock-and-key 
controled consecutive numbering perfora- 
tor which provided a simple, daily check- 
out of all shipments as well as assurance 
of the billing of all shipments. Loads not 
accompanied by papers carrying a perfo- 


rated number cannot leave the yard. This 
greatly simplifies the guard’s checking 
duties. The guard maintains a copy of 
each order, filed in sequence of the per- 
forated shipping number. Since the per- 
forated shipping number becomes the in- 
voice number, a check-out of shipments 
involves nothing more than making cer- 
tain that there are no missing invoice 
numbers. When a missing number does 
turn up, it is simplicity itself to look up the 
copy bearing that number in the security 
office file and issue an invoice for the order 
it covered. Before the installation of this 
simplified method, missing shipping pa- 
pers were the cause of considerable con- 
fusion each month. Besides reducing the 
clerical effort previously expended to ac- 
count for shipments, an increase in net 
profit of 2% last year was attributed to 
the prevention of unauthorized shipments. 


Incentive Pian Has Hole to Plug 
A spark plug manufacturer had a firmly 
entrenched incentive plan which was part 
of the contract with the Union. Payment 
was calculated by workers turning in 
travel cards which accompanied trays of 
plugs moving through the plant. It be- 
came common practice to accumulate 
cards over a period of several days, alter 
the date stamped on them to the current 
day, and then turn in the accumulation as 
production meriting an incentive payment 
on that day. The amount of money paid 
out reached serious proportions. The situ- 
ation was put under control by installation 
of a numbering perforator. The date was 
applied to the travel cards by perforation 
in numerical code and the code was 
changed from time to time. This immedi- 
ately stopped all unauthorized claims for 
incentive payments. Prior to installation 
of the perforator, the practice of altering 
dates on the travel cards and claiming 
unearned incentive payments had become 
so firmly established that one Union stew- 
ard actually attempted to lodge a com- 
plaint that the use of the perforator was 
unfair, 


There are many more cases like these in 
our files. Of the nation’s annual fraud loss 
of $1.5 Billion, 72% is lost in disburse- 
ment operations and 15% in shipping. 
Covering these two areas will eliminate 
87% of possible losses. The most obvious 
opportunities to defraud in these areas can 
be eliminated by comparatively simple 
means that will also reduce clerical labor. 
For a detailed description of these tech- 
niques, circle number 150 on the reader’s 
service card. 


Cummins-Chicago Corp., 4740 Ravens- 
wood, Chicago 40, are experienced in 
plugging these leaks and will be glad to 
make an analysis of your operations with- 
out obligation. 
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salary and company contribution to 
pension plans have increased in 
proportion to total compensation, 


bonuses have declined—on 
about the same 


while 
the average—at 
small rate. 

The trend, however, is not uni- 
versal; some companies are moving 
in the opposite direction. Further- 
more, the general averages can be 
very misleading especially when 
based on an abnormal recessionary 
period. For example, the size range 
of bonuses reported in the survey 
was from 14% of total compensation 
in some companies and industries 
to nearly 70% in others. 

Most management bonuses are 
tied to profit-good year, high 
bonus; bad year, low bonus. Com- 
pensation Expert Rosensteel feels 
that one reason some companies are 
de-emphasizing bonuses is that 
they are accepting the philosophy 
that profits alone are not a fair 
measure of management ability and 
effort. He cites the recent recession 
as an example. 

“Companies in many industries 
suffered severely, through no fault 
of their managements,” says Rosen- 
steel. “The managers generally had 
to work harder, even though the 
profit yield was lower or even non- 
existent. If you take the position 
that executive compensation is both 
a reward for past performance and 
an incentive for future perform- 
ance, it does not follow that com- 
pensation should vary directly with 
the level of general business con- 
ditions. Nor can performance neces- 
sarily be measured against the im- 
mediately preceding period.” 
Pension plans 

Company contributions to pen- 
sion plans account for 7% of total 
top executive compensation, ac- 
cording to the AMA survey. This 
compares with 5.9% in 1953. The 
difference is due not to larger 
company contributions, but to the 
increasing number of pension plans. 
The study shows that now about 
70% of companies cover their top 
executives with company supported 
retirement plans. 

For the first time, AMA’s survey 
reported supplementary forms of 
compensation such as stock options, 
stock purchase plans, stock bonus 
plans and deferred payments. 
About 35% of all reporting com- 
panies have such plans; they are 
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hiclets 


AMERICAN CHICLE COMPANY cuts overhead,ends 
overtime with Burroughs Accounting Machines 


High on the list of favorites at retail 
change counters are Chiclets, Dentyne, 
Clorets, Rolaids and other famous 
products of the American Chicle 
Company of Long Island City, New 
York. 


To keep pace with ever increasing 
work loads and still hold expenses 
to a minimum, American Chicle Com- 
pany processes all of its payrolls and 
governmental reports on Burroughs 
Sensimatic Accounting Machines. The 
firm finds that its Burroughs data proc- 
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essing equipment has been instrumen- 
tal in the elimination of overtime and 
reduction of overhead. 


“We have made significant savings with 
our new Burroughs equipment,” states 
a spokesman for the American Chicle 
Co. “Since we converted to Burroughs 
Accounting Machines in January, all 
overtime has been eliminated at quar- 
terly report time. And general payroll 
operations have been so speeded that 
we have been able to transfer at least 
two clerks to other work.” 


Burroughs 


(Circle number 112 for more information) 


There you have it—another example 
of Burroughs data processing systems 
at work. And typical of the quick, im- 
pressive results that extend from Bur- 
roughs Accounting Machines to giant 
computers to benefit businesses large 
and small. 


A demonstration will show you how 
to get new efficiency and economy 
with Burroughs. Just call our local 
branch office or write to Burroughs 
Corporation, Burroughs Division, 
Detroit 32, Michigan. 

Burroughs—TM. 


Corporation 


“NEW DIMENSIONS / in electronics and data processing systems” 
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A good secretary 


deserves a LO 540 chair 


Model 25-§ 
Secretarial Postur 


$4.295° 


($46.95 in Zone 2) 


LOSE O, His. pions doin 


f~ 


@ It costs surprisingly little to make her valuable work a 
pleasure with this Cosco chair. She’ll appreciate the 
generous proportions . . . the luxurious upholstery .. . 
the handsome styling. Completely adjustable for pos- 
ture perfect seating, too! Seat of dual-contour molded 
foam rubber. Backrest foam-cushioned, upholstered 


mnt and back. 
Ask your Cosco dealer for a free 10-day trial in your 


office. A Cosco chair’s a fine way to say “job well done.” 
Find your COSCO Office Furniture dealer in yellow pages of phone book, 


or attach coupon to your letterhead. 


-------- - --- - - --- ~----5 








HAMILTON COSCO, INC., Dept. MM-39, Columbus, Indiana 

| would like a free demonstration of the following Cosco chairs: 
0 Model 25-S Secretarial Chair C) Model 28-TA Executive Chair 
© Model 27-LA Conference Chair © Model 23-LD General Chair 
Please send full information on: 

© Complete line of 0 COSCO Chairs, Settees, 

COSCO Office Chairs Sofas and Occasional Tables. 
(ER RON S08 ae A, Se ee ey I en 
By 
a ese adesssanactnieomasincbanseapsh 

(Please Print) 
Also available in Canada, Alaska and Hawaii through authorized COSCO dealers. 


* Ali prices shown are for Naugahyde upholstery. Other fabrics slightly 


higher. Zone 2: Tex 


Model 28-TA 
Executive Chair 
$59.95* 

($63.95 in Zone 2) 





| 

| u 

l 

| 

| 

| 

I Model 23-LD 
| General Chair 
| $19.95* 


| ($21.95 in Zone 2) 
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Model 27-LA 
Conference 
Arm Chair 


$39.95* 


($43.95 in Zone 2) 








used in 65% of the large companies 
and about 12% of the small com- 
panies. For specific industries, the 
incidence of supplementary com- 
pensation plans ranges from 1% to 
40%. 


Recession reflected 


The results of AMA’s survey 
strongly reflect the recessionary 
period. Sales of the companies sur- 
veyed, supported by continued 
capital expenditures and increased 
consumer spending, were generally 
favorable. Seven out of 10 com- 
panies reported sales increases. 

The moderately favorable sales 
trend, however, in many cases did 
not carry over to profits. Only half 
of the companies whose sales in- 
creased also reported increases in 
profits, compared to between 70% 
and 80% in more normal years. On 
an over-all basis, profits decreased 
2.8% over the previous period. 

In many respects, salary adminis- 
tration policies continued more or 
less unchanged during the period 
covered by the survey. For ex- 
ample, for the 47% of executives who 
received salary increases, the in- 
creases did not appear to change in 
size from what is considered nor- 
mal. For top executives, increases 
normally range from 5% to 15% of 
salary—or more in exceptional in- 
stances—depending on the com- 
pany growth and the individual's 
performance. & 


A REVIEW OF 
CURRENT SURVEYS 





Coffee proves to be big 
time and money consumer 


A survey of the Pan American 
Coffee Bureau shows that 71% of 
the nation’s workers took coffee 
breaks in 1957. This figure com- 
pares with only 40% taking time out 
for coffee in 1950. 

If the coffee break averages 15 
minutes and two are taken each 
day, that cuts 2% hours from each 
employee's work week. At an aver- 
age hourly rate of $2.29 in Cleve- 
land, for instance, this costs $5.72 
each week for each employee. Even 
if the break is trimmed to 10 min- 
utes, this still adds up to $3.82 per 
worker per week. @ 
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R. WALLACE, Presi- 
dent of the R. G. Wal- 
lace Company, Inc. 


“ MODERN HEADQUARTERS of the R. G. Wal- 
lace Company, Inc., in Culver City, Cali- 
fornia, 


Aircraft Hardware Manufacturer, 





THIS NATIONAL ACCOUNTING MACHINE handles all record-keeping work quickly and efficiently, supplying 
the R. G. Wallace Company with important accounting information that is readily available at all times. 


“Our Calional System 
saves us (800 ayear... 


pays for itself every 9 months.’’—n. c. wallace Company, Inc. 


Culver City, California 


“We attribute a large portion of our 
success during the seven years we’ve 
been in business to the mechanization 
of our bookkeeping department with a 
National System,” writes R. Wallace 
of R. G. Wallace Company, Inc. “We’ve 
established ourselves in a highly com- 
petitive field mainly through our ability 
to process orders with speed and at 
low unit cost. 

“The many records we require are 
handled quickly and accurately by our 
National providing us with important 
business information that is always 
immediately available. Although our 
National handles these complex ac- 


counting jobs with maximum speed and 
efficiency, it is simple to operate. We 
find any employee in our office can 
easily learn to operate our National 
Machine. 

“Through increased efficiency and 
reduced record-keeping costs, our Na- 
tional System saves us more than 
$7,800 a year, pays for itself every 9 


months.” 


President, 
R. G. Wallace Company, Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES * 75 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your business, too, can benefit from the 
time- and money-saving features of a 
National System. Nationals pay for 
themselves quickly through savings, 
then continue to return a regular year- 
ly profit. National’s world-wide service 
organization will protect this profit. 
Ask us about the National Mainte- 
nance Plan. (See the yellow mo 
pages of your phone book.) oe 


*TRADE MARK REG. U.S. PAT. OFF. 


ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
wer paper (No Carson Required) 
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Your wave oO 
- Jacksonville 
Floric 


Growth tells of markets, of people, of good living, 

of business and industrial potentials. 

In this America changes are constant. Some 
come faster than others as in Jacksonville, Florida 
and the Southeast. 

The Wave of the Future rolls high in Jackson- 
ville. Jacksonville is on the crest of the wave as 
growth continues constantly. Why not come where 
zrowth is solid, sound and predictable for a long, 
can time? 

Jacksonville is the coming center of southeastern 
manufacture and distribution. Jacksonville has every 
basic requirement for most plant locations— PLUS! 
Impressive facts are available. Write for them if you're 
considering a southeastern plant, branch plant, ware- 
house or office. The factual “Jacksonville Story” or 
an objective, confidential survey especially tailored 
for you are available on request. 

Ideal Every Day For Work And Play 
The City of Jacksonville, Florida 
Electric & Water Utilities 
The Committee of One Hundred 
Jacksonville Area Chamber of Commerce 


604-M Hogan St. Telephone: Elgin 3-6161 
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time 
YOUR MOST VALUABLE 
RAW MATERIAL 







SAVE IT WITH A 


tl 


Keep accurate time control records of your payrolls and jobs 
with a Lathem Time Recorder. Lathem Recorders feature 
oversize face with extra large numerals for easier reading, a 
wide choice of time registration, electric drive with self-start- 
ing synchronous motor, phosphor bronze type-wheels en- 
graved and guaranteed for life. Lathems cost less to buy, less 
to maintain and are adaptable to special requirements. 


= — = 
LATHEM TIME RECORDER CO. 66 Third Street, N.W., Atlanta, Ga. 


r 
i Gentlemen: Please send me full information on the Lathem Time 
i Recorder, at no obligation to me. 
i 
i 
1 
L 


NAME TITLE 





COMPANY ADDRESS 
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TEST YOUR 





Can you answer 
these income tax 


problems ? 














Dont hit the ceiling whenever your 
wife or one of your children presents you with a bill. 
Some of these bills may turn out to be tax-saving 
deductions on your 1958 income tax return. Several 
familiar situations and the resulting tax benefits are 
explained here by the American Institute of Certified 
Public Accountants in cooperation with the Internal 
Revenue Service. 


Q. You finally gave in and bought your son a second- 
hand car for his 17th birthday. You put it in your 
name, but impressed upon him that it was his to take 
care of. A few months ago the car was demolished in 
an accident in which, fortunately, no one was hurt. 
Who may claim a deduction for the loss suffered as a 
result of the accident? 

A. In this situation you get the deduction—it’s actu- 
ally your car. The measure of the deduction would be 
the change in fair market value. Presumably the car 
was smashed to bits. Therefore, the fair market value 
before the accident would be the loss. If the car had 


—s 


sl 

















Can you deduct your son’s auto accident? 
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INCOME TAX I. Q. 





Here's a chance to test your knowledge 
of the tax law in some humble (but tricky ) 
situations. If you fall down on an 

answer or two, the indication is that you'd 


better brush up on the law. 








\A/ 1, . 
vVynenisa 


naid a deductible nurse? 


been registered in the son’s name, you would have 
been permitted no deduction. 


Q. Under orders from the family doctor, you hired a 
full-time maid to help your wife while she recuperated 
from an operation. Most of her time was spent clean- 
ing and cooking, but the maid did tend to your wife's 
needs while she was confined to bed. Can you deduct 
a part of the maid’s wages as a medical expense on 
your tax return? 

A. Yes, you can. You can deduct the cost to you in 
wages of any time the maid spent performing nursing 
services. It is often better to hire a practical nurse in 
such a situation, for it then becomes easier to explain 
the medical deduction for nursing services. 

Q. When your son married last summer, you promised 
to help him financially while he completed his senior 
year in college. His wife worked during the year, but 
her income of $1,000 did not begin to cover their 
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a new AVE 


adhesive 


Yes—labeling file folders is 
now fast and clean—no longer 
a chore. There’s no sticky, 
yooey sponge to wet and handle 

...no bad-tasting mucilage 
to lick. Avery labels are on at 
the touch of a finger... 
easily, neatly and quickly. 
They're color coded—in a selection of 10 beautiful colors 
plus white—for fast, positive identification and reference. 
Improve the appearance of your files by color-coding 
and relabeling each folder with Avery adhesive File 
Folder labels. Expensive folders can be re-used and 
still remain neat and presentable in your files. 
Filing can be fun—if you do. They'll make your job 
easier—and a boss’s business more profitable. 


use...and color-coded, too? 





















i 
Completely | AVERY ADHESIVE LABEL CO., Div. 150 ! 
revolutionizes 117 Liberty St., New York 6 @ 608 S. Dearborn St., | 
office fili | Chicago 5 @ 1616 S. California Ave., Monrovia, Calif. ] 
ean t a on ints | ° Offices in Other Principal Cities. | 
today! Write ter your | Please send me samples of Avery file folder Labels. I 
FREE samples of Avery | My Name Position. 
file folder Labels— | d 
si Company 1 
oot ¢ j Address | 
—_ at ~~ si | City State. | 
stationery dealer! ® 
diecast een tis epee tai sate aah oa = | 
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Gotta hurry Joe, I’m parked on the main 
line I'd never hear the 5:15 in this — 





+ BURGESS-MANNING ACOUSTI-BOOTH 
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It’s the original iso- 
lation booth — Hear 
well, be heard well, 
in the noisiest places. 


Write for 
Bulletin A-142-2Y 








$970 Northwest Highway, Chicago 31, Ill. 
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Count BOTH and 1,001 
Other Items with 


VARY-TALLY 


Multiple-Unit Reset Counter 


To know WHICH prod- 
ucts, styles, sizes or flavors 
are “hot”? and WHICH are 
drag ing their feet — 
COUNT! Whether you are 
a manufacturer or mer- 
chant, distributor or dealer 
— Vary-Tallies can tell you 
uickly How Many of 
t, Where and When — 
Now as against Last Year, 


VEEDER-ROOT INC. 
Hartford 2, Conn. 


How to tell a 
"Better Mouse Trap. 
from a 


"Profit Trap’ 





Compactly set up on stands in tiers, 
the Vary-Tally can be supplied in any 
of 66 combinations, up to 6 banks high 

and 12 units wide with a minimum of 

2 units wide. Also single units. 


Last Month or Yesterday. 
Traffic engineers, estima- 
tors, laboratories, ware- 
houses, offices, restaurants, 
mail and phone order de- 
partments, pers ople 
and many others find keep- 
ing score is no chore with a 
Vary-Tally. What do you 
want to count? Write for 
news sheet and prices. 


Chicago 6, ill. ¢« New York 19, N. Y. 


Greenville, S.C. © Montreal 2, Canadeo 


@® Offices and Agents in Principal Cities 


“THE NAME THAT COUNTS” 
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expenses. Your son, of course, had no income at all. 
Consequently, you had to provide more than half of 
their support. Even though your son is married, is 
it possible for you to claim him as a dependent on 
your tax return? 

A. You certainly can. You may claim your son as a 
dependent as long as he is a full-time college student 
and you provide more than half of his support. No 
exemption may be claimed for the daughter-in-law. 
Watch out, however. Make sure that his wife files a 
separate return. If they should file a joint return, you 
lose the $600 exemption for your son. No doubt the 
dependency exemption will save you more tax than 
it would your daughter-in-law. 


Q. One of the raffle tickets you bought to help a local 
charitable organization contained the lucky number. 
You won a television set worth $300. Must you report 
the set as income on your tax return? And if so, what 
is its value? 

A. While the raffle ticket may have been forced on 
you, the government considers that you made an effort 
to win the prize when you opened your wallet. The 
fair market value of the television set ($300) must be 
reported as taxable income. 


Q. For a while there it seemed as if your daugh- 
ter would need an operation. You had consultations 
with a number of doctors before you were sure her 
complaint did not require surgical care. Although sev- 
eral of the doctors did nothing more for your daughter 
than to give a quick examination—no drugs or treat- 
ment—can you deduct their fees as medical expenses? 
A. Yes, you can. Whether the doctors prescribed any 
drugs, or any form of treatment is not material for tax 
purposes. Your daughter went to the doctors for diag- 
nosis, which is an ordinary medical expense. You can 
also deduct the cost of necessary transportation to 
receive medical care or treatment. 


Q. Last month you and your wife decided to pay off 
your social obligations by having a dinner party. Sev- 
eral of the guests you entertained were business 
friends. Are you permitted to deduct the cost of en- 
tertaining your business friends? 

A. Since wining and dining your business friends was 
incidental to having the dinner party, no deduction 
would be allowed. The connection to your business 
is too slight. 


Q. Against your better judgment, your wife “loaned” 
her brother $200 last year. He deposited it at a $2 
win window, and there is no chance that the money 
will ever be repaid — not that your wife ever thought 
he would pay it back. Can you deduct the $200 as a 
non-business bad debt? 

A. Perhaps next time your wife will listen. Even 
though a non-business bad debt is deductible as a 
short term capital loss, it seems pretty clear that the 
“loan” to your brother-in-law was intended as a gift. 
It is doubtful that there was any expectation of re- 
payment at the time the money was given. Under 
those circumstances, no debt arises and _ therefore, 
there is no bad debt deduction. 
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DIVISION OF JACQUES-KREISLER CO 


Glace wat 








Corporation 


e FISHING TACKLE , Mfg. Co. Inc. ot Cech 
oe 


USTON CORPORATION 





THE HO 





Where work and play are combined—profitably! Join these major business 
firms who have located in this area. Qualified workers, excellent schools, 
recreational and cultural activities, fine transportation, well-balanced 
industrial and commercial growth, outstanding community spirit and pro- 
gressiveness . . . and ideal area in which to locate. Write on your letter- 
head today for informative literature. 


Note: Persons seeking positions with St. Petersburg industries, please write 
Florida State Employment Service, 1004 First Avenue North 


ST. PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director Dept. MM St. Petersburg, Florida 
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Here is the new push-button office telephone... 


the [|| directo 








The Call Director comes in two models. 


for the person who makes a /ot 
of calls, or takes a /ot of calls 





The one above accommodates up to 18 push 


buttons; the one below provides up to 3O. Both offer many revolutionary features. 


2 a SS 


This is the most advanced and flex- 
ible telephone ever offered to business! 
More than a new product, the Call 
Director is a new concept in telephone 
design and service. 

It provides fast, easy handling of 
outside and interoffice calls plus special 
features to fit your communications 
needs. By pushing a button you can— 


* Connect with other office telephones 


BELL TELEPHONE SYSTEM 
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¢ Set up interoffice conference calls 
¢ “Add-on” other office extensions 

to incoming calls 

The modern, space-saving Call Di- 
rector comes in two models. One has 
up to 30 buttons—the other up to 18— 
for any combination of features. Each 
comes in ivory, beige, green or gray. 

The Call Director’s many advanced 
features make it the ideal telephone 


(Circle number 104 for more information) 








for busy executives, for secretaries or 
clerks who answer for a number of 
people — for anyone in business who 
makes or takes a lot of calls. 


Find out how the Call Director can 
speed your business by improving 
your communications. Call your Bell 
Telephone Business Office. A_ repre- 
sentative will visit you at your con- 
venience — no obligation, of course. 
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PROFIT MAKERS 


RENT YOUR MAILING LIST 
FOR ADDED INCOME PROFIT 


@ DOES YOUR COMPANY maintain a 
mailing list of customers and pros- 
pects? If so, it is a potenial source 
of extra corporate revenue. Cono- 
flow Corp. of Philadelphia, for ex- 
ample, has realized more than 
$5,000 from renting 22,000 names 
on its industrial mailing list over 
the past two years. 

Your company can best qualify 
for similar returns if your list: 

1. Contains a minimum of 10,000 
names. 

2. Is reasonably accurate and up- 
to-date. 

3. Is maintained on stencils for 
quick addressing. 

4. Is filed alphabetically by in- 
dividual, company name, city and 
state, affording geographical selec- 
tion. 

If your list meets most of these 
qualifications, and you wish to use 
it for increased corporate income, 
contact a mailing list broker.. Most 
brokers are located in-New York 
and other large cities. The broker's 
function is to publicize your list to 
his clients (non-competitive to you, 
of course), clear orders, collect 
from the user and pay you. Aver- 
age rental fee, including address- 
ing, is about $15 per 1,000 names. 
The broker’s commission is a flat 
20% of the total fee. 

Many large publishers and mail 
order firms are always anxious to 
acquire new names for their direct 
mail campaigns. These mailers do 
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Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


not “buy” your names, they simply 
“rent” them. Envelopes or reply 
cards for mailings are addressed by 
you. The user never copies these 
names. The only names actually re- 
tained from your list by the renter 
are those individuals who return the 
reply card. 

Large list users rarely rent a com- 
plete list outright. Usually they test 
a list first by mailing to about 10% 
of the names. If the percentage of 
replies proves satisfactory, they rent 
the rest of the list. Your list can be 
rented repeatedly to the same or 
different companies for continued 
income. 





ESTABLISH PERIODIC 
TRADE-IN OF MACHINES 


™@ MODERN EQUIPMENT with latest 
time saving features can often spell 
the difference between mediocre 
and efficient employee performance. 








Speed, accuracy, output, and an ac- 
ceptable end product are all 
involved in the capability and 
condition of a worker’s machines 
and equipment. 

Many companies have found that 


Clip out and route to: 











the small cost involved in regularly 
replacing old office equipment is 
more than offset by the marked in- 
crease in quality and quantity of 
production. 

Here is just one example. Three 

to four cents extra an hour is all it 
costs to keep typists at the Brother- 
hood Relief & Compensation Fund 
organization equipped with the 
latest Royal electric models, accord- 
ing to President E. R. Greene. With 
its planned retirement plan for 
equipment, none of the 43 type- 
writers at the organization's Harris- 
burg, Pa., headquarters is more than 
three years old. 
. As President Greene says, “We 
can't afford to operate antiques. 
Product improvement is a constant 
operation. Some refinements and 
time saving features are added each 
year by equipment manufacturers. 
The accumulation of such improve- 
ments is what we want to buy. We 
figure our three-year cycle replace- 
ment program accomplishes just 
that.” 





CALL ON SHARE 
OWNERS PERSONALLY 


™ HOW CAN A BIG COMPANY go about 
personalizing its relations with thou- 


' sands of stockholders? Western 


Union has a solution to this prob- 
lem, that has proven highly effec- 
tive. 

It has a year-round, nation-wide 
program of making personal calls 
on share owners in their homes or 
offices. Each WU area representa- 
tive is given a list of shareholders, 
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including the names and addresses 
of all individuals with newly ac- 
quired stock. 

As time permits, they make a per- 
sonal visit to each share owner. 
If they can’t answer any question 
raised about company policies, 
progress and prospects, a telegram 
to New York headquarters gets the 
answer in short order. 

Most stockholders are highly im- 
pressed by this personal attention; 
compliments are frequent. As one 
pleased person put it, “You know, 
a call like this makes me feel I’m 
really a part of your management.” 

And as a nudge to other firms 
that have publicly owned stock, 
another WU shareholder said, “I've 
got stock in 30 companies and 
you're the first one that ever called 
on me.” 


TIME SAVERS 


ADD OFTEN-USED SYMBOLS 
TO TYPEWRITER KEYBOARD 


@ SOMETIMES SYMBOLS are more 
meaningful than words. Witness the 
effective use of trademarks. Use of 
symbols can also save much time in 
repetitive work. 

For instance, in the real estate 
operations of the U. S. Post Office 
Department, Washington, there's a 





* recurring need to type the number 


of square feet—when describing 
land and buildings, loading plat- 
forms, parking and maneuvering 
areas, and work stations. To save 
time, a special square foot symbol 
key has been installed on depart- 
ment typewriters. 

Such special keys for repeatedly 
used symbols can be quickly in- 
stalled on most typewriters. And 
remember, use of a trademark type- 
writer key is an easy and attention- 
getting way to help publicize your 
company or product. 


TAKE TIME OFF 
FOR IRKSOME TASKS 


® SOME EXECUTIVES actually are 
overworked. But others are just 
worn out by the worry of what has 
to be done. 

One of the major culprits in 
building up tension is the nagging 
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thought of accumulated small jobs 
put off from day to day. 

Here's a simple solution to get 
rid of this mental load. Write a list 





of these undone jobs. Then start 
your next day by tackling a few of 
these “nuisance” tasks. Before you 
know it, your list will be completed 
—if you keep at it. Youll have a feel- 
ing of accomplishment and your 
mind will be free for important 
decisions. 





WRITE ADDRESSES ONCE 


@ THE MOST OBVIOUS shortcuts are 
sometimes overlooked. This is illus- 
trated by a study made of 37 forms 
used by one manufacturer. 

Of that total only five of the forms 
were mailed in window envelopes. 
Addresses on the other 32—repre- 
senting thousands of purchase or- 
ders, statements, invoices, shipping 
notices, etc.— were typed twice, 
month after month, year after year. 

By using a window envelope, all 
this duplicate addressing is avoided. 
Also, errors in envelope addressing 
and insertion are eliminated. 





SPREAD THE WORK AROUND 


™@ WHEN THERE'S A SIZEABLE JOB to 
be done, sometimes parceling it out 
proves to be a time and cost saver. 

Recently, a West Coast firm 
needed the up-to-date home ad- 
dresses of its 3,500 employees.. It 
could have made up a form for dis- 
tribution to all workers, and then 
followed through to see that all 
forms were returned properly filled 
out, That would have taken quite a 
bit of time and checking. 

Instead the payroll supervisor 


came up with the idea of a rubber 
stamped message on the back of 
paychecks. The stamp asked the 
employee, in endorsing the check, 
to fill in his current address. 

When tackling any tedious task, 
it’s often wise to ask: can many 
people take a few minutes to do a 
small part of a big job? 


MORALE BOOSTERS 


LET WORKERS FINANCE 
THEIR OWN BENEFITS 


@ YOUR EMPLOYEES may want a spe- 
cial fringe benefit enough to pay for 
it themselves. 

To cite one instance, piped in 
music is now making work more 
pleasant for employees at the main 
post office in Fort Worth—at no cost 
to the taxpayer. 

The entire expense of the Muzak 
system is being footed by the em- 
ployees, using profits from their 
own snack bar. 

Postmaster R. T. Cowan says 
visitors like it and employees go 
home less fatigued. 


COST CUTTERS 


CHECK OFFICE LIGHTING 


® wHILE CAuses for personnel in- 
efficiency are many and _ varied, 
sometimes poor illumination is a 
major culprit. Quantity and quality 
of lighting can affect accuracy, effi- 
ciency, well-being and morale. 

For instance, when Standard Oil 
Co. of N. J. changed from too bright 
direct lighting to diffused indirect 
lighting, absenteeism dropped con- 
siderably. 

There are tell-tale indicators 
when an existing lighting system 
needs to be improved. There are 
seven clues to look for, according 
to Henry Clum, vice president of 
Silvray Lighting, Inc., Bound 
Brook, N. J.: 

1. Is material to be read sharp 
and clear? Remember that contrast 
is important--a fourth carbon copy 
needs much more light than distinct 
black type on white paper. 

2. Is light well distributed over 
work area? Spotty lighting is fa- 
tiguing. 

3. Are there sharp shadows? This 
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means light is too direct, not dif- 
fused enough. 

4. Are there shiny reflections on 
work surface, paper or objects? 
Light may be too bright or finishes 
too lustrous, obscuring detail. Be- 
ware of glass top desks. 

5. Are lighting fixtures noticeably 
bright against walls and ceilings? 
This may mean a poorly designed 
unit. . 

6. Does your office have a “tun- 
nel” look? Are walls and ceiling 
dark? This may indicate too few or 
incorrect lighting fixtures. 

7. Are bare lamps and tubes visi- 
ble? Then fixtures need more shield- 
ing. 

If your lighting fails on one or 
more of these counts, recommenda- 
tions should be sought from a pro- 
fessional lighting consultant or from 
your local utility company. 

More practical suggestions for 
good lighting are.detailed in “Rec- 
ommended Practice of Office Light- 
ing.” This 32-page manual can be 
ordered direct from the [llhuminat- 
ing Engineering Society, 1860 
Broadway, New York 23. The price 
is 50¢ a copy. 





SAVE OFFICE SUPPLIES 
WITH “GIVE-IT-BACK” DAY 


™ A MONTHLY “give-it-back” day 
has reduced the cost and waste of 
office supplies used by the Sharp- 
Moore Co. of Oakland, Calif. In 
spite of controls put on the issuance 
of such supplies as pencils, carbon 





paper, typewriter ribbons and let- 
terheads, it was found that these 
items tended to accumulate in desk 
drawers and filing cabinets. 

To correct this situation, one day 
was designated each month for all 
employees to tidy up their work 
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areas and return excess office sup- 
plies to the stationery department. 
This system permitted use of old 
stock before new. Result: fresh sup- 
plies—carbon paper did not dry out 
prior to use, rubber erasers did not 
harden, and company letterheads 
did not become smudged or yel- 
lowed. 

After the system was inaugurated, 
consumption of office supplies 
dropped appreciably. Filing space 
previously taken up by unneces- 
sary supplies of paper clips, 
gummed labels, etc. was released 
for orderly storage of needed rec- 
ords and supplies. Employees take 
approximately 15 minutes each 
month to clean their desks and filing 
cabinets and turn in the excess sup- 
plies. The slight loss of working 
time is more than offset by the sav- 
ings in hoarded material. And with 
less cluttered desks, employees find 
they can accomplish more in less 
time. 


SALES BUILDERS 


ADD RE-ORDER DEVICE 
TO PRODUCT PACKAGE 


@ MANY MANUFACTURERS are now 
adding built-in re-order devices to 
their packaging. 

- In some cases detachable end 
tabs are used. In other instances, 
electronic punch cards are built in. 
Makers of desk calendars have long 
inserted an order form as a page 
which turns up as a mid-November 
reminder. Banks, too, include an 
easy-to-fill out order form in special 
account check pads. 

Whatever method used, users 
say, an order form incorporated in 
the package (or in the product it- 
self) helps build repeat sales at al- 
most no extra cost. In addition, the 
device is a time saver for stock per- 
sonnel in maintaining adequate 
supplies. 





AWARD PRIZE FIRST— 
HAVE MEN WIN IT LATER 


™ Ir MIGHT SEEM AN ODD way to 
run a sales contest, but Armour & 
Co. decided to give the prizes be- 
fore the contest even started. This 





WANTED 








TRAVEL 
TIPS 











if you're like most execu- 
tives, you've developed your 
own way to make business 
travel easier, faster, safer, 
more productive, or less 
costly. Maybe it’s as simple 
as the way you pack your 
bag or how you line up ap- 
pointments in advance. 


REWARD 


What's your idea? Manage- 
ment Methods will pay $10 
for adaptable travel tips 
published in this “Workshop 
for Management.” Address 
The Editor, Management 
Methods, 22 W. Putnam 
Ave., Greenwich, Conn. 











cart-before-the-horse plan paid off. 

First step in the sales incentive 
program was to give each of 110 
Dial soap salesman a $140 Polaroid 
camera outfit. Object of the contest 
was to increase the number of store 
displays of Dial soap. 

Each salesman then set out to 
earn his already-awarded prize by 
points for size and number of dis- 
plays installed. As expected, each 
salesman liked the camera so much 
he hustled to actually earn it. 

Besides being a desirable incen- 
tive, the camera was used to send 
in the required pictorial reports to 
the Chicago main office. 

Added benefit: most Dial sales- 
men included the store manager in 
the picture of each display. Present- 
ing a print to the manager proved 
to be an excellent customer rela- 
tions tool. 
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CASE AFTER CASE 


PROVES THIS FACT: 


YOU CAN EXPECT TO 


Increase productivity 50% 


WITH SOUND 


WAGE INCENTIVES 


This is not a promise — it’s fact: The average company can anticipate a 54% 


gain in worker productivity, a 24% cut in unit labor costs and a 20% gain in 


employee earnings with a sound wage incentive plan. A new study — com- 


pletely validated — proves it. Such gains can probably be yours regardless 


of your company’s size or type of work. Here are the facts, the method, the 


evidence, a caution and the details. 


Fact one: Your people are now producing at 
about 65% of a fair day’s work. In other words, for 
each eight hours you pay for, you are now getting 
less than 5% hours worth of work. 

Fact two: Within one year and with your present 
employees, you can push up productivity as much 
as 50% or more. 

Fact three: You can slash unit labor costs as 
much as one-quarter or more. 

Fact four: With it all, your employees can carry 
home an estimated average of 20% more dollars. 

Fact five: You can get these great improvements 
for a single initial cost of about one-third of the first 
year’s savings. The continuing expenses after that 
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Here are five granite-hard facts for you to ponder if you pay your employees for 


their time rather than their individual effort: 


are negligible; the savings, however, are permanent. 

Each one of these five facts applies to you 
whether your company has 40 employees or 40,000. 
These facts apply whether your people are issuing 
insurance policies or packing hams or manufactur- 
ing airplanes. The only major conditions required 
are 1) a repetitive nature to the work cycle, and 2) 
at least reasonable willingness among workers. 


METHOD 


What method will produce these results? It is a 
commonly known method but one that is misunder- 
stood. The method is a wage incentive plan. 

In all major industries, wage incentive plans, 
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What happened 
when 305 companies 
installed sound wage 
incentive plans 


Figure 1 


properly used, are now proven to: 
@ Cut costs significantly. 
@ Increase productivity significantly. 
@ Motivate employees. 
m@ Compensate individual employees fairly for the 
actual work they do. 
Wage incentive plans are proven to be one of the 
best methods known for bringing management and 
labor together to reach a common goal. 


EVIDENCE 


New evidence of what a wage incentive plan can 
do for your company is contained in a study just 
completed by John D. Dale, president of The 
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George Elliott Co., Inc., New York. The study, 
carefully validated, was made by Management 
Consultant Dale as part of his final work toward a 
Ph.D. in economics from New York University. The 
study was made with the cooperation of 17 man- 
agement consulting firms,* most of them members 
of the highly respected Association of Consulting 
Management Engineers (ACME). 

These 17 professional consultants supplied de- 





* Lucien Belanger & Associates; Benjamin Borchardt & Associates; The 
George Elliott Co., Inc.; The Emerson Engineers; Ernst & Ernst; S. J. 
Fecht & Associates; Mitchell Fein; H. B. Maynard & Co., Inc.; Mead 
Carney & Co., Inc.; Norris & Elliott, Inc.; Bruce Payne & Associates, Inc.; 
John J. Plocar Co.; Production Management Engineering Associates, 
Inc.; Kurt Salmon Associates, Inc.; A. B. Segur & Co.; Trundle Con- 
sultants Inc.; Wolf Management Engineering Co. 
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tailed facts and figures on the productivity result- 
ing from the installation of a total of 305 wage 
incentive plans in 29 different industries. Most of 
these plans have been installed in the last 10 years 
but some have been operating for 20 years or more. 
The 305 plans in the study are actually representa- 
tive of 2,500 wage incentive plans installed in the 
last 20 years, most of them in the postwar period. 

Figure 1 shows, in statistically weighted aver- 
ages, what happened in the 305 companies after a 
sound wage incentive plan was installed. The chart 
shows that 20.6% higher wages were paid to em- 
ployees for an increase in productivity of 63.55% 
and a reduction in unit labor costs on the average 
of 25.91%. Expressed in another way, for every 1% 
increase in wages earned by the worker, the firms 
increased productivity by 3.1% and reduced unit 
labor costs by 1.25%. 

But results obtained from wage incentive plans 
can vary widely from the average when unusual 
conditions exist. To eliminate the distortion such 
unusual cases might cause, John Dale included in 
his study an analysis of data falling just within the 
inter-quartile range—that is, the middle 50% of 
cases representing the typical, not the extreme. 

Figure 2 shows the inter-quartile ranges for the 
improvement in productivity, unit labor costs and 
employee earnings. It shows that half of the 305 
wage incentive plans created an increase in pro- 
ductivity of from 36.5% to 72.8%, reduced unit labor 
costs between 14.8% and 33.5%, and caused em- 
ployee pay increases of from 13.4% to 26.2%. 

Based on these figures, it can be said that, on 
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the average, most firms installing a sound wage 
incentive plan might reasonably expect an aver- 
age increase in productivity of about 54%, a 
decrease in unit costs of about 25% and higher 
wage payments on the order of 20%. 

You can get the same kind of results through a 
“repair job” on an old, out-of-date incentive plan. 
If you convert from a piece rate plan to standard 
time wage incentives, the improvement is likely to 
be somewhat less great. 

Results of a wage incentive plan are influenced 
by different conditions in different companies and 
industries. Figures 3, 4 and 5 show the pattern of 
variation for the 305 plans covered. Figure 6 gives 
a breakdown of average wage incentive benefits for 
each of the 29 industries covered in the study. 


CAUTION 


The work of installing a sound wage incentive 
plan is highly technical and highly specialized. For 
example, the establishment of objective standards 
for measuring individual performance calls for 
special training and judgment experience—particu- 
larly since the standards must be acceptable as fair 
to both management and labor. Unique skills in 
other areas are also required—methods engineer- 
ing, layout, human relations, foreman training and 
labor relations, to name a few. The specialized 
nature of the job means that many vital aspects of it 
are outside the scope of most executives experi- 
ence, and often outside the experience of the aver- 
age industrial engineer. 

For this reason, it is dangerous to have inexperi- 
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enced personnel attempt to install a wage incentive 
plan. One risk is that a poorly installed plan with 
imperfect standards will create grievances. 

Another risk is that the “home-made” plan will 
simply be less effective than it might be. Evidence 
of this lies in a comparison of the new John Dale 
study with a similar study made in 1945 by the War 
Labor Board. The new study covers only plans in- 
stalled by experienced professionals. The WLB 
study included data on a number of “home-made” 
plans along with the data on professional installa- 
tions. As a result, the differences in the results of 
the two studies are great. For example, where the 
Dale survey shows an average increase of 63.55% 
in productivity, the WLB survey shows only 38.99%. 
Where the Dale survey shows 25.91% average de- 
crease in unit labor cost, the WLB survey shows 
only 11.58%. 

This does not mean that a “home-made” incen- 
tive plan is destined to fail. Experience shows, 
however, that using professionals for the special- 
ized job of installing incentive is good business. 


DETAILS 


Specifically, how does a wage incentive plan 
work? Does it complicate the management job? 
How long does it take to install a plan, and how 
soon do you begin to get live dollars back? What 
about union resistance to the whole idea? 

To get the details on these and other important 
questions about wage incentives, MANAGEMENT 
Meruops editors interviewed John Dale last month. 
The remainder of this article consists of excerpts 
from this probing, tape-recorded interview. 





CONSULTANT DALE GIVES THE FACTS ABOUT WAGE INCENTIVES 


Basically, Mr. Dale, 
-—<~ what is a wage in- 
centive plan and what is its 
primary purpose? 
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Figure 2 


This chart shows the inter-quartile range (the middle 
50%) of data gathered on 305 wage incentive plans. 
Based on these figures, it can be said that, on the average, 
most firms installing a sound wage incentive plan might 
reasonably expect an average increase in productivity 
of about 54%, a decrease in unit costs of about 24% 
and higher wage payments on the order of 20%. 





FREE BOOKLET AVAILABLE 
Results of the John D. Dale analysis of 305 wage incentive 
plans are published in an 18-page booklet titled “Wage 
Incentives and Productivity.” Free copies are available to 
readers of MANAGEMENT METHODS. 
To obtain a copy, simply circle number 246 on the Reader 
Service Card. 










those who are willing to work at a 
level above the easily attainable 
standard, and to reward them di- 
rectly in proportion to what they 
turn out. It does not reward those 
who don’t perform above standard, 
but the lower limit of a man’s in- 
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A. A wage incentive plan is a man- 
agement system by which output 
per manhour of an_ individual 
worker can be related to an objec- 
tive standard of performance—per- 
formance that management has a 
right to expect and that a worker 
is willing to perform, continuously, 
during eight hours, without undue 
fatigue. It is designed to reward 









come is established by his base 
wage, which he earns whether or 
not he meets the standard. 

Q. Then it relates a man’s wage 
directly to his productivity on a 
one-for-one basis? 


A. That’s right. Without a wage in- 
centive, the day-work employee 
usually performs at about two- 
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thirds of what is considered a fair 
day’s work by the industrial engi- 
neering profession. That's an aver- 
age figure, but it is a figure that is 
so remarkably uniform that we ac- 
cept it almost as a tenet. 

The wasted productivity is not 
the workers’ fault entirely. In many 
cases, workers don't really know 
what is expected of them. Most em- 
ployees are willing workers—if they 
know what is expected of them, if 
it is demonstrated to them that the 
expected performance level is rea- 
sonable and if they are given an 
opportunity to personally accept the 
reasonable performance level stand- 
ard. Under those three conditions, 
workers will turn out a fair day’s 
work. Most will. 


Q. How many will as against those 
who will not? 


A. I'd guess that 85% of all employ- 
ees are totally willing workers 
under favorable conditions. But if 
a willing worker is standing beside 
a mediocre, disinterested worker, 
there is no inducement for the will- 
ing worker to do a better job unless 
he knows he will be rewarded for 
his better performance. 

Q. Arent there other ways to re- 
ward good performance—merit rat- 
ing increases, bonuses or profit 
sharing, for example? 

A. These methods don’t have the 
motivating force that wage incen- 
tives do. Wage incentives are 
proven to have their motivating 
power because the employee re- 
ceives his reward immediately—in 
the next paycheck after the work is 
done. With profit sharing, for ex- 
ample, the reward is far removed 


from the work, in terms of time, 
and in terms of the individual's 
mental connection beween his per- 
sonal performance and his personal 
share of profits. Thus, profit sharing 
doesn’t have the motivating force 
that wage incentives do. Profit shar- 
ing would contain greater motiva- 
tion if you could measure profits 
from one month to the next, but 
you can't do that unless you also 
charge back any losses that might 
follow. That would complicate 
things, particularly for a seasonal 
business. Profit sharing and the 
other methods of motivation are 
good, but they aren't as good as 
wage incentives. 


Q. Are you saying there is no sub- 
stitute for the kind of wage incen- 
tive program you are talking about? 

(Continued on page 73) 


In interpreting this chart, consider the size of the sample. The results in the one tobacco manufacturing company may be 
more than what another company might expect. Conversely, the size of the sample of fabricated metal products producers, 
46, is large enough to give a highly reliable estimate of what an individual company in this industry might expect. Generally, 
the size of the results shown here are considered reasonable, not exceptional. 


WEIGHTED AVERAGE PERCENTAGE BENEFITS FROM WAGE INCENTIVES BY TYPE OF INDUSTRY 








% Re Tet oo Doe . 
INDUSTRY GROUP No. of Increased Rank Unit Rank Employee Rank 
Cases Productivity Costs Earnings 
Tobacco Manufacture 1 100.00 1 49.00 2 9.00 24 
Petroleum & Coal Products 4 96.50 2 26.50 20 24.00 17 
Air Transportation—Common Carriers > 5 95.00 3 37.00 5 17.00 23 
Stone, Clay & Glass Products 9 93.44 + 37.89 4 31.22 5 
Printing and Publishing 8 90.25 5 26.50 20 24.00 17 
State & Local Government Enterprises 1 89.00 6 39.00 3 19.00 20 
Paper Making and Converting 9 $1.22 7 34.56 8 23.44 18 
Meters, Measuring Instruments 9 $1.22 8 33.44 9 29.00 7 
Chemical & Allied Products — 11 75.36 9 32.63 1] 34.46 2 
Metal Rolling & Extruding 6 74.00 10 39.00 3 25.67 14 
Fabricated Metal Products 46 74.00 11 29.43 17 27.48 9 
Electrical Mechanisms 19 71.63 12 31.11 . 14 25.84 13 
Services Allied to Transportation 4 71.50 13 19.00 24 31.50 a 
Primary Metal Products (Foundries) 20 71.00 14 33.00 10. 29.50 6 
Miscellaneous Small Items (Stampings) 22 70.82 15 35.36 7 26.27 12 
Transport Equipment (except Autos) 7 70.43 16 31.86 ss 3 
Machinery Mfg. (except Electrical) | 18 69.56 17 29.56 16 28.44 8 
Rubber Products 4 64.00 18 31.50 13 26.50. ll 
Textile—Mill Products 11 60.81 19 28.09 18 26.27 12 
Personal & Business Services 6 60.67 20 _ 24.17 22 19.00 20 
Leather & Leather Products 9 60.11 21 35.56 6 26.78 10 
Wood Products (excluding Furniture) 5 57.00 22 23.00 23 25.00 15 
Food & Kindred Products 17 55.47 23 29.59 15 i boi a 
Military Air Service 2 54.00 24 9.00 25 25 
Railroads 1 49.00 25 - 59.00 1 39.00 : 1 
Apparel & Other Finished Fabrics 30 47.33 26 25.67 21 20.00 19 
Furniture 11 47.18 27 32.63 il 24.46 16 
Lumber Mill Products ee 42.33 28 27.33 19 . -\ee7 21 
Automobiles & Auto Equipment 4. 39.00 29 19.00 24 19.00 20 
305 
Figure 6 
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a secret —or have I? 


Most so-called secrets aren't secrets at all. In fact, most corporate 


secrets are just a waste of good promotional or sales ammunition. Here's 


how to use your company’s secrets for a positive purpose while your 


competitors are sitting tight on facts that have already leaked out. 


Guu You are probably 
fooling yourself if you think you 
are keeping many secrets from 
your competitors or your employ- 
ees. 

A secret is not a secret if more 
than two people know about it. 
It’s a proven fact that in most cases 
management would be wise to take 
the wraps off its supposed secrets 
and use the information for a pos- 
itive purpose. 

But in many companies, secrets 
that aren't secrets still stand in the 
way of effective communications 
and selling. For example: 

A maker of water heaters opened 
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a glass-lining plant in Canada. 
The Canadian managers refused to 
permit any news of the new plant. 
They did not want to give away 
any “production secrets” to com- 
petitors. 

“But youre not giving anything 
away, explained an official from 
company headquarters. “We gladly 
show the competitors through our 
U. S. plant, and they know exactly 
what’s in it. You've got the same 
installation in Canada. Why keep 
it a secret?” 

For a while, the Canadian man- 
agers refused to budge. Then they 
gave in to top management pres- 


sure. The installation was heavily 
publicized. At the height of the 
publicity campaign, a rush request 
came in from the Canadian plant 
to company headquarters. 

“Can you rush 100 reprints of 
that last magazine article about our 
operation here?” Canada asked. 
“Our salesmen can get some extra 
mileage out of it.” 

Other promotion people aren't so 
lucky in convincing management 
to be realistic about secrets. Take 
the case of an industrial firm that 
had developed a new welding 
technique. 

“If they'd only let us talk about 
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“Management would be wise to take the wraps off supposed secrets and use them 


it, what a campaign we could 
start,” the public relations man la- 
mented. “But they won't even let 
us say the technique exists!” 

Habit and poor judgment are 
responsible for many secrecy poli- 
cies. 

In one manufacturing firm, a se- 
crecy policy set down by _ the 
founder in 1906 was finally ques- 
tioned in 1955. The company’s 
modern-day management saw the 
anachronism and agreed to modify 
its secrecy habit. 

In another company, manage- 
ment decided to keep secret the 
fact that a trusted employee had 
been caught stealing goods and 
was promptly fired. But the news 
found its way through the grape- 
vine, although by this time the re- 
port was that the man had taken 
the goods accidentally. A 24-hour 
wildcat protest strike hit the com- 
pany before management had a 
chance to realize it would have 
been smart to report the straight 
facts in the first place. 

Ignorance of what was already 
public knowledge hampered pub- 
licity surrounding the opening of a 
new manufacturing plant for one 
firm. Management did not permit 
any mention of the plant’s $4 mil- 
lion cost to appear in news re- 
leases issued by the company. 

“But we need this figure to in- 
dicate the growth of the company 
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and the magnitude of the plant,” 
the public relations people said. 

“I'm sorry,” the president re- 
plied, “but if we release that figure 
the county tax department will use 
it as a basis for our assessment.” 

The president overlooked the 
fact that the plant’s value had al- 
ready been established in the 
building permit application and in 
nationally circulated construction 
reports. 

Along the same lines are refusals 
to divulge sales and advertising fig- 
ures on the grounds of “Why tell 
the competition what they don't 
know?” 

However, the executive who 
offers this excuse will usually boast 
that he knows what the competi- 
tion is doing. How? 

“Oh, information gets around the 
field,” he'll say. “Our salesmen pick 
up facts from dealers. Our advertis- 
ing manager is very chummy with 
our competitor’ advertising man- 
ager. And we put two and two to- 
gether when we see their financial 
reports.” 

Naturally, the competition does 
not have access to these same ave- 
nues of information. Or so the se- 
crecy-minded company believes. 


The power of facts 


Once the secrecy dam is broken, 
the beneficial results make them- 
selves apparent quickly. This was 
demonstrated by a company that 
did a turnabout on its plans to in- 
troduce a new housewares item. 

Until six months before the prod- 
uct was to be introduced, manage- 
ment refused to discuss the nature 
of the beast outside of a select cir- 
cle of six or seven people who were 
closest to the product. At the same 
time, the company urged its adver- 
tising agency and public relations 
counsel to suggest ideas for the in- 
troduction. 

“And remember,” the sales man- 
ager cautioned, “not even our sales- 
men must know about this until the 
very day of the introduction. If 
they do, the secret will get out and 
the competition may do something 
drastic.” 

It became evident that no cre- 


ative thinking could be applied un- 
less the facts about the product 
were known. A change of sales 
managers in mid-stream broke the 
logjam. 

“Let’s not fool ourselves,” the 
new man said. “At least a dozen 
people in the plant know about 
this. Within weeks, the factory will 
know about it. Our designer and 
his people know about it. It’s not 
a secret any longer. 

“So let’s get to work on the pro- 
motional plans. We'll tell the sales- 
men a month in advance and get 
them steamed up. There’s nothing 
the competition can do. They 
haven't got the patents, and they 
haven't got the tooling or the time. 
The most they can come up with is 
a face-lift on their product.” 

With this kind of realistic top 
management thinking, promotion 
plans were rapidly developed and 
the competition remained power- 
less. 

Of course, it should be pointed 
out that, up to a point, secrecy is 
desirable and necessary. There is 
no use tipping off competitors on 
what you plan to do. But once you 
set about doing it and the word 
spreads through the grapevine, 
there is no point in making believe 
the secret still exists. 


You can’t fool employees 


Other examples of what can be 
accomplished when a company 
acknowledges “secrets that aren't 
secrets” can be found in the field 
of employee relations. 

At one time a certain manufac- 
turer tried to hide the pileup of 
finished goods inventory. Employ- 
ees, however, knew the inventory 
situation and staged a costly slow- 
down to stretch out the work at 
hand. 

Learning a lesson, the manufac- 
turer began feeding the employees 
information on sales and produc- 
tion, letting them know why pile- 
ups would occur at certain seasons, 
and why a steady production rate 
was to everyone’s benefit. No more 
slow-downs occurred. 

When an Arizona _ electronics 
plant appointed a new division 
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for a positive purpose.” 


manager, the company flashed the 
news throughout the organization 
in 90 minutes flat. The company 
believed it was better to beat the 
grapevine than to let employees 
speculate on who the new man 
would be. 

These examples suggest’ simple 
rules that executives can apply in 
determining the role and value of 
secrecy. These rules can be ex- 
pressed in terms of two questions 
that an executive should ask before 
deciding: 


1. Is the secret really a secret? 
Or is the information available 
through other channels? 


2. If the information is not secret, 
are we harming ourselves by with- 
holding it? Could we effectively 
use this information to our own ad- 
vantage? 

In answer to the first question— 
Is the secret really a_secret?— 
executives should recognize that 
there are very few secrets in the 
corporate world. One of the best 
kept is the recipe of Coca-Cola. Re- 
portedly only the chief chemist and 
his son know it. The recipe is kept 
locked in a vault. Not even the di- 
rectors or the president can peek 
at it. 

Many supposed secrets are freely 
bandied about in the trade. Produc- 
tion and engineering secrets move 
from one company to another as 
personnel change. Sales figures can 
be accurately estimated. A com- 
pany, if it is really desperate to 
know a competitive secret, can hire 
a professional industrial espionage 
agency to pry out the facts. 

The second question—Can we re- 
lease the “secret” information and 
use it to our advantage?—requires 
top executive judgment. Many times 
irrational judgment is applied. At 
other times, the problem is not 
thought through all the way. 

How much value business loses 
by guarding secrets that aren't se- 
crets can't be estimated. If objective 
analysis were applied to each sus- 
pected “secret,” the chances are 
good that much more advertising, 
promotional and goodwill ammuni- 
tion would be available. 
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SECRECY VS. OPENNESS 


There are perils to a policy of corporate secrecy. Experience 
proves that companies often defeat themselves by trying to con- 
ceal facts about themselves from their competitors, their own 
employees or the public. Here are four cases in point: 


LOST: A Sales campaign 


A dairy continually refused to promote the fact that 
its milk had the highest butterfat content of any brand 
in the city. The president explained that if this fact 
were exploited, the other dairies would instantly raise 
their butterfat content just to stay even. He overlooked 
the necessity for these dairies to raise their prices 
along with their butterfat content, or else lose money. 
Result: Because the president held to his ‘no butter- 
fat’ his sales manager was prevented from developing 
a powerful sales campaign. 





LOST: Valuable engineers 


A major electronics maker planned to move one of its divisions 
to an upstate city, but kept all discussion “secret” until the last 
possible moment. In the meantime, the plans leaked out. Several 
valuable engineers, feeling the proposed move was not to their 
liking, quietly found jobs elsewhere. 

Result: When the company made the announcement, it faced the 
job of plugging costly gaps in its engineering staff. 


GAINED: Dealer morale 


Morale of several thousand appliance dealers was 
at an all-time low because of reports that the line 
they handled was having tough sales sledding. 

The new president of the closely held manufacturing B *_; ad 
firm decided to break with tradition and announce “4 
sales figures month by month. He timed the new policy 
to start when industry sales could be expected to show 




















vinced dealers they were with a winning company. 
Their own efforts increased, helping the sales curve go 
up month after month. 


a seasonal rise. 
Result: Widespread publicity of sales figures con- [t\ 


GAINED: Satisfied employees 


When a midwest railroad made plans to build a mechanized 
freight classification yard, it did more than announce the plans. 
It spent $1,200 for a scale model of the new project specifically 
to show 300 yard workers they wouldn't be modernized out of 
their jobs. 

Result: Improved morale and cooperation in completing the yards. 
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How to side-step 


the high cost of accidents 


If you’ll merely accept it, assistance of all kinds is available to help 


you banish costly accidents. By combining your own efforts with 


help from outside experts, your costs are bound to be cut. These 


cases demonstrate how to undertake effective accident prevention. 


mms When manage- 
ment acts against accidents, costs 
are invariably cut, profits are in- 
variably gained. 

Help in accident control is avail- 
able to you from a number of out- 
side sources. Since this worthwhile 
assistance is there, why not use it? 

Here's proof that management 
action on safety is more than a 
mere muscle flex: 

® A coast-to-coast trucking firm 
made a comeback from bankruptcy. 
The company’s new management 
attributed its improved financial 
picture largely to the costs cut by a 
safety drive. 

@ When a diesel and heavy ma- 
chinery producer in Milwaukee ef- 
fectively banished employee mis- 
haps, its workmen’s compensation 
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insurance costs were slashed an 
average of 25%. 

@® Near Pierre, S. D., a contrac- 
tor on the $390 million Oahe Dam 
brought work to a closing stage 
with an accident rate 30 times 
lower than the national average for 
heavy construction. The saving 
from these accidents that didn't 
happen was substantial. 

Scores of other examples of busi- 
nesses that have wiped out a heavy 
expense factor and hiked produc- 
tion through accident control could 
be cited. By following the exam- 
ples already set, your own business 
can probably achieve impressive 
results of its own—long range and 
immediate. 

There is, of course, no pat, gen- 
eralized answer. Each company 


has problems requiring specific so- 
lutions, depending largely on_ its 
type of work. But an analysis of 
the most successful accident pre- 
vention programs shows that two 
conditions are consistently present. 


Get outside help 


The first condition is the use of 
outside help. Invariably, firms with 
the best accident control utilize 
outside counsel to back up their 
own resources and personnel. Some 
turn to the National Safety Council, 
others to an industrial trade asso- 
ciation. An excellent source of 
specialized, personalized safety as- 
sistance is your workmen’s compen- 
sation insurance company. Here's 
why: 

Insurance carriers can’t compete 
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on the basis of the rates they 
charge for workmen’s compensa- 
tion insurance. As a result, they vig- 
orously vie with one another in the 
realm of service. They concentrate 
on improving the accident experi- 
ence of their policyholders — not 
only because it is to the policy- 
holder’s advantage, but because it 
is to their own advantage as well. 
The counsel of experienced safety 
engineers provided by the insur- 
ance carrier can be instrumental in 
bringing accident frequency and 
severity—and, eventually, insurance 
costs—to a minimum. 

Even where there are full-time 
safety people in large firms, experi- 
ence shows that outside counselors 
make a vital contribution. On con- 
struction of the immense Grasse 
River Lock in the St. Lawrence 
Seaway system, one of the biggest 
projects of modern times, joint ef- 
fort paid off in spectacular fashion: 
B. Perini & Sons won a National 
Safety Council citation for an acci- 
dent control mark that included 
one phenomenal seven-month pe- 
riod of around-the-clock work with 
only one disabling accident and no 
fatalities. 

On that $27 million project, 
Perini utilized not only its own 
safety personnel but also those of 
its workmen's compensation _in- 
surer, Employers Mutual of Wau- 
sau. The insurance company will- 
ingly worked hand-in-hand with 
the construction firm to analyze 
hazards, plan various work stages, 
check equipment and hold super- 
visor and worker safety meetings. 


Lend a management hand 


The second major condition that 
is common to the most successful 
accident control programs, is man- 
agement’s demonstrated interest 
through willingness to lend an ac- 
tive hand. How management looks 
at safety determines directly how 
the man or woman on the job looks 
at safety. If management is too 
busy to pay more than _ token 
homage to safety control, the in- 
dividual workers will reflect this 
lax attitude. 

Consider the positive example of 
a die casting company in Chicago. 
If an accident occurs there, the 
safety policy calls for the plant 
superintendent to be contacted im- 
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SAFETY 
AWARENESS 


Plant display keeps 
workers safety con- 
scious. Mechanical 
hand with hammer 
dramatizes strength 
of safety glasses. 


SAFETY 
TRAINING 


It costs little or noth- 
ing to train workers 
in safe work methods. 
Improper lifting is 

a common mistake. 


SAFETY ON 
THE WORKER 


Protective gear 
guards against 
occupational 
hazards. This worker 
wears mask, face 
shield and 

safety gloves. 


SAFETY ON 
THE MACHINE 


Imagination can 
make machines 
accident proof. 
Attachments on this 
worker’s wrists stop 
machine if his hands 
enter danger area. 


47 








Workmen's compensation insurance carries a 


$1.3 billion price tag annually. You can slash your 


share of this mammoth bill with simple 


accident control methods. 


mediately and personally, regard- 
less of whether the mishap happens 
on a day or night shift. If a serious 
injury is involved, the president 
himself gets a personal report—and 
wheels are set in motion instantly 
to correct whatever condition or 
practice might have caused the ac- 
cident. Furthermore, it is known 
throughout the company that any 
violation of safety regulations is 
cause for on-the-spot discharge. 

This company regularly receives 
a substantial credit on its work- 
men’s compensation premiums, 
production interruptions are at a 
minimum, and employee morale 
and workmanship are maintained 
at a high level. 


The cost is low 


Safety requires a safe place to 
work, but that need not mean extra 
expense. Often, in fact, the firms 
with top accident control invest al- 
most no capital to attain their 
goals. More important than dollars 
may be new housekeeping practi- 
ces, careful planning of work sites, 
simple but previously neglected 
regulations and perhaps a few 
minor changes in machinery. For 
example, one canning firm in Wis- 
consin, in analyzing its accident 
record, found that a tremendous 
number of lost-time mishaps were 
due to falls or slipping on wet tile 
floors. A huddle between super- 
visors and insurance company safe- 
ty engineers resulted in roughening 
the tile by sand-blasting and step- 
ping up floor washing procedures. 
Management also established a no- 
running rule and enforced it with 
firm disciplinary action. Simple ac- 
tions like these lowered the firm’s 
insurance premiums — previously 
well over the industry average—by 
one-fourth in three years! 

No detail can be considered in- 
significant if accidents are to be 
squelched with regularity. Most 
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safety-conscious firms organize their 
efforts so nothing is overlooked. 
There's the now standard practice 
of painting of all danger points on 
machines a vivid orange, and paint- 
ing all safety devices yellow to fa- 
cilitate frequent inspections. Eye 
protection equipment, protective 
shoes, removing empty material 
bags from walkways and stairs, re- 
placing wood storage racks with 
metal—these are often the differ- 
ence between costly accidents and 
uninterrupted operations. 


How to sell safety 


In promoting safety at your com- 
pany, try to touch all the bases as 
effectively as the Curtis Cos., Inc., 
Clinton, Iowa, wood products firm. 
Evidence of the emphasis safety 
gets there is the fact that among 
the first persons to talk to a new 
worker is the safety engineer, who 
then brings in the foreman and 
other workers to discuss both fun- 
damental rules and special tips. 
Employees voluntarily exchange 
safety suggestions with one another. 
Because both management and em- 
ployees are proud of their safety 
mark, one of the largest signs in 
town is a number-of-safe-days- 
worked billboard outside the plant. 
And this plant’s wide concern for 
safety has resulted in a world rec- 
ord for the woodworking industry: 
3,634,107 man-hours without a lost- 
time accident. 

Posters, bulletin board material, 
contests—all help “sell” accident 
prevention. One company posts 
monthly bulletins detailing acci- 
dents that occurred, naming the 
foreman who was in charge, and 
pointing out how others can bene- 
fit by the experience of each mis- 
hap. At Sutherland Paper Co.'s 
California Division plant, there’s a 
thermometer-type sign depicting 
the current safety mark; there are 
contests to coin last lines of safety 


jingles; at a drawing each week an 
employee becomes eligible for a 
prize by repeating the current 
bulletin board slogan; and during 
long accident-free stretches, every 
100,000 man-hours there are draw- 
ings for barbecue grills, movie 
cameras, and similar items. These 
prizes Sutherland gives cheerfully— 
its employees recently did a 54- 
year, 1,200,000-man-hour stint with- 
out a disabling injury. 

Originality goes a long way in 
accident control. Employees in one 
plant know they must be ready for 
regularly scheduled inspections 
covering housekeeping, wearing of 
protective equipment and_ other 
safety considerations. But there are 
also periodic surprise inspections, 
with prizes for the departments 
with the highest point score. 

Sometimes the light touch is in 
order. At one plant, workers are 
given reports of disabling injuries 
each month and then ceremonies 
are held to present to the depart- 
ment with the worst safety record 
a special trophy—a white elephant. 
At another company, it’s a stuffed 
owl, which is set to roost for all to 
see on the desk of the supervisor 
whose department has the poorest 
mark. 

Gear your safety efforts for the 
long haul. This means, among other 
things, adequate accident records. 
Only with such records is it appar- 
ent, for example, that there is a 
pattern of falls that causes an ab- 
normal number of injuries, or that 
back strains suddenly have multi- 
plied in one department, or that 
eye injuries are a special problem 
in one portion of the plant. 

But don’t overburden your com- 
pany with safety records (your in- 
surance company should be able to 
supply forms that will make it easy 
to maintain necessary, meaningful 
records ). At one machine tool firm, 
it was found that the safety director 
had too many records, many of 
them not only useless, but costly. 
The safety director got so bogged 
down recording safety on paper 
that he didn’t have enough time to 
promote safety among company 
personnel. 

Your safety records should be de- 

(Continued on page 68) 


MANAGEMENT METHODS 








IPR eae 





SLE OS 


ARR 


Ta LE. 


ELLEN IORI 








eRe eNO: 





THE GOAL: 


THE METHOD: 


THE RESULT: 


FEBRUARY 1959 


by Herman Limberg 
Senior Management Consultant 


Office of the City Administrator, N.Y.C. 


Fiow to cut 
office costs 


with performance 
standards 


Cut office costs and keep them in line. 


Measure clerical work and set performance standards. 


Your employees will help you do it. 


More output, better planning and cost control, improved morale. 


HERE’S HOW TO DO IT 


gummmmmmemees Clerical costs in 
your company are probably out of 
control. 

This statement is almost certain- 
ly true if your company uses no real 
yardsticks to measure clerical work. 
Without such yardsticks perform- 
ance slips, the staff expands, man- 
agement control slackens, costs 
abound. 

Look at the evidence: today there 
are over eight million clerical work- 


ers in the country—up 60% since 
1940. One main cause of this mush- 
rooming clerical force is that most 
firms stop short of the office in es- 
tablishing performance standards. 

But is it readily practicable and 
economical to measure office work 
and establish office work standards? 
Yes, it is. It’s been done in a fair 
number of business concerns, not to 
mention government. You do it with 
the help of the employees them- 
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selves, which in itself provides a 
boost in morale. 

Most companies know their cleri- 
cal costs are excessive. That’s why, 
when the time comes to cut costs— 
as it has for most firms now—the of- 
fice is usually one of the first targets 
for the axe. But office cost cutting 
without office work standards to go 
by means cutting costs in the dark, 
or at least in the dusk. The result 
can be seriously detrimental to the 
entire enterprise. 

On the other hand, when you 
set clerical performance standards 
based on the actual measurement 
of work, office costs are reduced al- 
most automatically, and you pro- 


vide yourself with a method to keep 
costs in line. 

The remainder of this article de- 
tails how to create such a manage- 
ment control tool. Sample forms 
that you can use are illustrated. 

Performance standards are ex- 
pressed in terms of minutes re- 
quired to complete a single unit of 
measurable work. There are three 
ways to create these standards: 
time (or stop-watch) studies; mo- 
tion-time analysis (using synthetic 
data); and statistical work meas- 
urement records of past perform- 
ance. 

Except for cases where a basis 
for an incentive wage is sought, 





Form WM 1 





WORK DESCRIPTION 


























Department Division Section Unit 

Employee Title Salary $ Per 

Task ; ae A : Ds ” Hours 

No. Brief Description of Tasks or Duties End Products Per Week 

Total Hours Per Week-- 

Suggestions: Submit below any suggestions Machines Used 
which you believe will help improve or Task Hours 
expedite your work. No. Description Daily 

















Employee's Signature 





Supervisor's Signature 





Remarks: 





papers filed, papers checked, etc. 





*End products include such repetitive and measurable items as letters or lines 
typed, reports, postings, requisitions or orders filled, invoices, vouchers, 








30 


time studies are not generally rec- 
ommended in the initial phases of 
measuring office and clerical work. 
The expense is high and white col- 
lar workers resist this approach. 
While the synthetic data method is 
more widely acceptable in the of- 
fice, it is a relatively expensive and 
complex process. 

Thus, the use of statistical reports 
of work performed offers the sim- 
plest, least costly and most effective 
method. After the statistical report- 
ing method has served to establish 
a continuing work measurement 
program, necessary — refinements 
may be made through application 
of either or both of the other two 
methods. 


Pin down functions 


Experience shows that a work 
measurement program gets best 
results when preceded by organ- 
ization analysis and procedure stu- 
dies. The organization analysis will 
pin down functions and their pro- 
per groupings and will establish 
clear lines of authority. The pro- 
cedure survey will produce im- 
proved work methods that can be 
standardized throughout the office 
and serve as the basis for perform- 
ance. In effect, the organization and 
procedure surveys constitute the 
first and second phases of a work 
measurement program. Several of 
the forms to be prescribed for use 
in the work measurement plan may 
be used in conducting these initial 
steps. (These are the Work De- 
scription, Activity List and Work 
Distribution Chart. ) 

Experience also shows that the 
democratic approach to perform- 
ance standards helps produce the 
best results. Get the active parti- 
cipation of every employee as well 
as the supervisory echelons. 

Every worker likes to know how 
much and how well he is doing, and 
he also wants his supervisor to have 
this information. A method that all 
employees can understand and use 
in compiling such information is 
usually accepted without difficulty. 

In getting the program started, 
explain the objectives and benefits 
clearly and fully. To insure the ac- 
curacy of the data to be reported by 
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the workers themselves, point out 
to them that such information will 
be used in developing standards of 
output to be used in determining 
each employee’s accomplishments 
and effectiveness, as well as in man- 
agement planning and_ control. 
Point out that standards based on 
inaccurate data may result ‘in seri- 
ous consequences to all concerned. 
Given such orientation, employees 
will welcome this opportunity to 
take an active part in achieving bet- 
ter management. 

The most important factor in any 
work measurement program is the 
work unit. It is the common denom- 
inator for gauging production. Work 
units must be carefully selected and 
defined, and should adequately re- 
flect the tvpe and volume of work 
performed. They should be simple 
to understand, simple to identify, 
simple to count and record. Your 
work units should be uniform in 
definition and scope. 

Wherever possible, work units 
should be defined in terms of a by- 
product of an essential operation 
(such as a count registered on a 
mailing machine, a tally of forms or 
cards processed, etc. ). 

The first step in the development 
of the work units is the recording 
by each employee of the end prod- 
uct of each duty or operation reg- 
ularly performed. The second step 
is the supervisor’s recording of the 
end product of each activity of 
his entire organizational segment. 
These end products represent the 
gross results of expended effort. 

For example, the vouchering ac- 
tivity produces a completed vouch- 
er as an end product; the checking 
operation will produce a document 
checked; the typing operation will 
produce a document or form typed; 
the filing operation will result in a 
paper or card filed. 


Work units listed 


A review of the end products re- 
ported by employees and super- 
visors will provide the basis for se- 
lecting and defining the measura- 
ble work units. When this phase of 
the program has been completed, 
a list of work units will be prepared 
for each supervisor, who will in 
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OFFICE STANDARDS 
Form WM la 
DAILY WORK DESCRIPTION 
Employee Department Date 
TIME 
Start | Stop ] Elapsed 
——_—_>———_—_——}—_ 
| 
] 
Total Hours | 
Form WM 2 ACTIVITY LIST 
Department oie 5 Division Section _ Unit 
Activity Hours 
Number End Products** Per Week*** 


General Activities Performed* 




















Instruction 


of their importance. Use 









brief descriptions, like; 


Sitions, maintaining inventory records, etc. 


filed, papers checked, etc. 
WORK DISTRIBUTION charts has been completed. 


s: *List the general activities of this unit in the order 
interviewing 
applicants, taking dictation, typing, filing, billing, filling requi- 
*#End products include 
such repetitive and measurable items as letters or lines typed, 
reports, postings, requisitions filled, invoices, vouchers, papers 
***Fill in hours per week after the 














Total Hours Per Week 















































Activity 




















Signature of Supervisor Title Date 
VERIFICATION 
Signature p Title __ Date 
Remarks: 
H 
form W&M 3 WORK DISTRIBUTION CHART | 
Present Proposed | Date 
Department Name —_ 
: Titl Titli 
ream akin Salary $ Grad aiary $ 
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Fbre wt 4 
EMPLOYEE'S DAILY PERFORMANCE REPORT 
1 2 3 “ 5 8 2 
Time Kverag? 
rk Unit] Backlog] Received| Total] Completed Required} Belen Unit Time] Remarks 
loyee Title Date 
partment Division Section Unit 
ore WS 
SUPERVISOR'S DAILY PERFORMANCE REPORT 
1 2 3 4 5 6 : 9 10 
Attend- Time Average Average 
Work Unit | ance Backlog | Received (Total | Completed | Required |Belance |Unit Time /Units Empl 
‘Supervisor Title Date 
Departaent Division Section Unit 
Form Ww 6 
LIST OF WORK UNITS 
and 
PERFORMANCE STANDARDS 
Departaent Division Section 
Activity Work Unit Definition Standard Date Set 
Fors Wi 7 
EFFECTIVENESS REPORT 
For Month of 19 
Depertaent Division Section 
Activity Work Unit Standard Total Standard Actual Percentage 
Work Units Manhours Manhours Effective 


























turn provide each employee with a 
list of work units pertaining to her 
particular job. 

After the work units have been 
established, defined and published, 
the reporting phase of the program 
begins. This involves the daily re- 
porting by each employee of the 
total number of work units com- 
pleted, the time required for com- 
pletion, and the average time re- 
quired per work unit. The report 
form will also show the quantity of 
work units received and the back- 
log, to reflect the ratios between 
work load and accomplishment. 

At the end of each day, the su- 
pervisor will compile these reports 
and prepare a consolidated report 
for his division, section or unit. 
These daily reports will provide the 
basic data for determining the time 
standards for each work unit. 

The initial period for the accumu- 
lation of data prior to the actual 
establishment of performance time 
standards may range from one to 
three months, depending on the 
size of the organization, the volume 
and type of work, as well as the 
frequency distribution of the fig- 
ures reported. 


Variations indicated 


Subsequent to the establishment 
and promulgation of the initial list 
of work units and_ performance 
standards, a periodic review (usu- 
ally at three-month _ intervals) 
should be made to determine its 
validity and adequacy. The pattern 
developed at the end of the first 
year of the program’s operation will 
usually indicate the major varia- 
tions, such as seasonal peaks and 
valleys, which must be considered 
in effecting necessary adjustments. 

The performance standards so 
developed will be the average of 
production rates reported during 
the period covered. The perform- 
ance standard selected for each 
work unit should be the figure rep- 
resenting the midpoint between 
average production and maximum 
production that is considered the 
point of normal accomplishment. 


Effectiveness report 


After the reporting system has 
been fully effectuated, the super- 
visor should prepare, at the end of 
each month, an effectiveness re- 
port based on a comparison of 

(Continued on page 55) 
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“to spend your money on!” 










REYNOLDS & REYNOLDS CHECKS are a constant and colorful advertisement 
for you... give your company added prestige . . . and serve as a goodwill ambassador 
on paper, besides performing their financial tasks. Yet these checks, with a look 
of prestige, cost no more than ordinary checks. 


R&R skilled artists can translate the desirable impression you wish to convey into 
smart, individualized check designs. For safety sake, your own distinctive panto- 
graph can be created, you can choose from our standard designs, or have your 
checks produced on the exclusive Reynoco safety paper. 


THE REYNOLDS & REYNOLDS COMPANY 


DAYTON, OHIO sd CELINA, OHIO ° DALLAS, TEXAS ° LOS ANGELES, CALIFORNIA 


Compare your Chick Gyel “with those on the next page 








All kinds of checks for all types of businesses, 
whether they be multi-copy, 3 to a page, or 
machine checks, are produced with exacting 
care at Reynolds & Reynolds. 
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Let a Reynolds & Reynolds Sales Representative improve 


your Chick Gyotel ... Consult list on adjoining page and call today! 


The Reynolds & Reynolds Company 


DAYTON, OHIO ¢ CELINA, OHIO ¢ DALLAS, TEXAS © LOS ANGELES, CALIFORNIA 


BUSINESS FORMS AND 
SYSTEMS SINCE 1866 


Also manufacturers of Post-Rite Pegboard Accounting Systems 
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Reynolds & 
Reynolds Sales 
Representatives 


NEW ENGLAND 

FONNE UE FAIRFIELD: J. M. 
ashar, D. Savard, CL 9-5204, 
MASSACHUSETTS, CAMBRIDGE: N. 


. Duehring, W. W. Pearse, S. Straghan, 
UN — PALMER: C. Windholz Jr., 
PA 


RHODE_ ISLAND, ee | me 
O'Connor Jr., ST 1-334 

MIDDLE hen amwee 

NEW YORK, ALBANY: O. Miller, 
4-3543. BUFFALO: H. me Poulton, 
CI 3606; NEW YORK: Fox, ©. F. 
Roeder, L. Straight, C. HY ‘Swanson, H. 
W. Wishart, G. E. Dorry Jr., R. Constant, 
TR 3-5418; ROCHESTER: E. A. Reyn- 


olds, HA 6-2747; SYRACUSE: J. Gorton, 


HO 3-4802. 
PENNSYLVANIA, NARBERTH: P. 
Burke, D. Gross, T. McKay, MO 4-6190; 
PITTSBURGH: W. G. Fischer, D. R. 
Hixenbaugh, MO 1-0467; WEST READ- 
ING: J. L. T. Aiman, FR 6-1132. 
NORTH CENTRAL 
ILL INOIS, CHICAGO: W. G. Daniel, 
G.H. Dengler, E. J. Endzel, S. C. Morrey, 
ws PEORIA: B. Crismore, 
INDIANA, FT. WAYNE: W. J. Dyk, 
AN 9459; INDIANAPOLIS: R. D. 
Brown, A. Wisner, WA 6-5605; MUN- 
Cre: Hi. MM. Chaddock, AT 23312. 
IOWA, DAVENPORT: B. Hassel, 6-2933. 
MICH CHIGAN, DETROIT: P. E. Bollinger, 
Li. oes. PawsOr, 1, B.. Weaver, -.. 5. 
Williams, BR 3-9616; GRAND RAPIDS: 
J. Zimmer, GL 1-3162. 
MINNESOTA, ST. PAUL: J. K. Annett, 
ret » MI 5-5525. 

KANSAS CITY: J. 6a 
G, i BA 1- 1817; ST. LOUIS: 
McLeod, PA 6-1188. 


SEBR ASKA, OMAHA: L. L. Rentschler, 
AT 4616. 


QHIO, AKRON: B. Given, FR 6-8621; 
CINCINNATI: E. VanNess. AV 1- 3068: 
CLEVELAND: L. M. O’Connor Sr., 
R. E. Lee, UT 1-6525; COLUMBUS: 
4 Ss Price, HU 8-6534; DAYTON: 
Butcke, N. F. Gregg, L. Hawkes, 
ROE. Heilig, BA 4-3831; TOLEDO: 
G. O. Sullivan, GR 4-5365. 
WISCONSIN, MILWAUKEE: H. A 
Jennrich, C. G. Langheck, BR 3-6320. 


SOUTH ATLANTIC 
cane Cc. = 





Hassel Jr., EV 7-1 
. ATLANTA: G. H. Fowler, 
. Smith, JA 2-3377. 


MARYLAND, BALTIMORE: G. E. A. 
Stewart, 43-5766; SILVER SPRING: 
1 Wisner, JU yc 
N , CHARLOTTE: B. 
R. Wilson, aR RT vLd 


SERGIN ES, RICHMOND: W. G. 
Archer, -5625. 


WEST VIRGINIA, HUNTINGTON: J. 
H. Holliday, JA 5-8468. 


SOUTH CENTRAL 


BAMA. ae ae: M. H. 
Reisinger, FA 3-376 


4 LOUISVILLE: 7. 2 
ughes, 3-687 
L NEW ORLEANS: E. M. 
rooks Jr., JA 5-4513; SHREVEPORT: 
W. D. Martin, 65-3194. 
OKLAHOMA CITY: C. 
artin, FO ~3021; TULSA: F. Pontious, 
WE 9-5508. 


TENNESSEE. MEMPHIS: R. G. 
Thompson, BR 2-2912; NASHVILLE: 
W. Sisk, AL 6-8851. 
TEXAS. CORPUS CHRISTI: B. G. 
Helm, TU 3-5261; DALLAS: G. B. 
Shafer, H. W. Secker, C. Stewart, FL 
: G. B. Haggott, R. F. 
Hendrix, JA 4-2405; LUBBOCK: B. 
Stewart, PO 3-1261; SAN ANTONIO: 
Ww. Gaston, PE 2-5161. 
MOUNTAIN 
S@LORADO. DENVER: R. J. Folkman, 
AC 2-5440. 
PACIFIC 
CALIFORNIA, LOS ANGELES: J. A. 
Cook, L. espie, J. Drummond, T. 
Gowran, T I. McKee, _ W. Skelton, 
NO 3-2251:; OAKLAN B. J. Lund- 
quist, TE 2-7156; SACRAMENTO. D. 
Drake, GI 3-5019; SAN BERNARDINO: 
& G. Cundiff, TU 9-3191: SAN DIEGO: 
R. Greene, CY 5- 3508; SAN FRAN- 
CIseon H. F. DuPre, KL 2-2648; SAN 
JOSE: B. Keagy, CY 3-1138. 


GREGON, PORTLAND: A. Bouchard, 


» SEATTLE: W. E. 
ooth, - 5 
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Without office work standards, performance 


slips, the staff expands, management 


control slackens and costs abound. 


standard with actual performance. 
This report will provide one of the 
most effective tools of administra- 
tion. 


Work measurement kit 


Illustrated in this article is a kit 
of forms designed for the work 
measurement program described. 
Included in this kit are: 

Form WM 1: Work Description. 
This is a revision of the convention- 
al task list. Because the word “task” 
usually disturbs the clerical em- 
ployee, a new form title is used. 
The new form includes a column 
for recording end products. Space 
is also provided for suggestions that 
the employee may offer more readi- 
ly while reviewing his job. 

Form WM la: Daily Work Des- 
cription. This form will be used in 
compiling, on a daily basis for at 
least a week, the data required for 
preparation of the Work Descrip- 
tion. 

Form WM 2: Activity List. This 
is similar to the conventional form, 
except for the inclusion of a column 
for end products. 

Form WM 3: Work Distribution 
Chart. This one is designed for two 
purposes. 

First, it shows distribution of du- 
ties and time, when prepared after 
work descriptions and activity list 
have been completed, and em- 
ployees’ duties pertaining to each 
activity are entered here. Aggre- 
gate of employees’ time is shown 
in the first “Hours per Week” col- 
umn and entered on the corre- 
sponding Activity List. No entries 
should be made in “Units per 
Week” and “Average Time per 
Unit” columns. 


Workload and performance 


Second, it shows distribution of 
workload and comparative _ per- 
formance when prepared after 


work units have been established 
and published (see Form WM 6), 
and after Form WM 4 has been 
compiled. Work units, instead of 
duties, are entered. Columns 1, 5, 6 
and 8 of Form WM 4 provide data 


for the respective columns: “Work 
Units,” “Units per Week,” “Hours 
per Week” and “Average Time per 
Unit.” This form provides the 
means for preparing Form WM 5 
as well as the basis for periodic 
compilations and analyses of ac- 
complishments. 

Form WM 4: Employee’s Daily 
Performance Report. This form is 
to be prepared by each employee 
in reporting work completed, time 
required, average time per work 
unit, backlog, etc. It is filled in and 
submitted to the unit supervisor by 
each employee at end of each day. 
Column I calls for work units on 
hand at beginning of day, received 
and/or completed during day, or 
uncompleted at end of day. (See 
Form WM 6, List of Work Units, 
for proper descriptions.) Column 2 
calls for the quantity of uncomplet- 
ed work units carried over from 
preceding day (same as Column 7 
on preceding day’s report). Column 
3 calls for the quantity of work units 
received during the day. Column 4 
requires the total of Columns 2 and 
3. Column 5 calls for the quantity of 
work units completed during the 
day. Column 6 calls for the time in 
minutes required to complete work 
units shown in Column 5. Column 
7 calls for the difference after sub- 
tracting quantity in Column 5 from 
quantity in Column 4. Column 8 
calls for the quantity in Column 5 
divided by amount of time in 
Column 6 (average time in min- 
utes ). Column 9 calls for any neces- 
sary or pertinent comments and 
explanations. 

Form WM 5: Supervisor's Daily 
Performance Report. This form is 
used for consolidating data report- 
ed by employees. It is prepared by 
the unit supervisor at the beginning 
of each day to summarize the Em- 
ployees’ Daily Performance Reports 
of the preceding day. It should bear 
the same date as employ ees’ re- 
ports. Columns 1, 3, 4, 5, 6,7, and 
are the same as Columns | through 
7 on Form WM 4 and will record 
totals of figures on all employees’ 
reports. Column 2 is for total num- 
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AN IMPORTANT ADVANCEMENT. AVAILABLE 
NOW FROM BALTIMORE BUSINESS FORMS 


NEW 2 er= PASTED 


Continuous Forms 


For the first time you can get PASTED continuous 
carbon interleaved forms with up to 6 parts or copies. 
Non-slip, non-jam operation. PASTED with Balti- 
more’s new methods and equipment for trouble-free 
performance in any typewriter, office or tabulating 
machine, 

It is no longer necessary to accept stapled forms. 
Baltimore Business Forms’ new 4, 5 or 6 part pasted 
forms provide ALL needed forms with one operation. 
Write or phone today for samples. 





















































* Trouble-free—won’t 
slip or jam machines 


* Economical—save 
on forms cost 


Baltimore Business Forms 


(DIVISION OF BALTIMORE SALESBOOK CO.) 
3142 Frederick Ave., Baltimore 29, Md. 


(Circle number 106 for more information) 
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ber of employees reporting on each 
of work units listed in Column 1. 
Column 9 is quantity shown in 
Column 6 divided by time (min- 
utes) in Column 7. Column 10 is 
quantity shown in Column 6 divid- 
ed by number of employees shown 
in Column 2. 

Form WM 6: List of Work Units 
and Performance Standards. This 
form is for recording and promul- 
gating work units and correspond- 
ing performance standards. 

Form WM 7: Effectiveness Re- 
port. This one is for reporting re- 
sults attained and comparing ac- 
tual with standard performance. It 
is prepared by the unit supervisor 
at the end of each month, based on 
summary of Supervisor’s Daily Per- 
formance Reports for that month. 
Column 1 picks up the activities 
shown on Form WM 2. Columns 2 
and 3 must conform with figures on 
Form WM 6. Columns 4 and 6 
show total work units completed 
and total man-hours for each work 
unit, based on a monthly summary 
of Columns 6 and 7 of Forms WM 
5 for the month. Column 5 is filled 
in by multiplying Column 4 by Col- 
umn 3. Column 7 gives the percen- 
tage of effectiveness for each work 
unit obtained by dividing Column 
5 by Column 6. 

The most important objective of 
the work measurement plan de- 
scribed here is to introduce and ef- 
fect the use of this essential tool of 
management. Many refinements 
and extensions can be made after 
the program has been “sold” to of- 
fice personnel. Responsibility for 
the entire program and the neces- 
sary follow-up should be assigned 
to a staff official designated by top 
management. 


Numerous benefits 


The benefits to be derived from 
a work measurement program are 
numerous. The vital management 
functions of planning, direction and 
control will be facilitated. Bases for 
determining personnel  require- 
ments will be established. Effective 
cost accounting and control will be 
made possible. Most significant of 
all will be the enhancement of mo- 
rale that will result from participa- 
tion by employees in a democratic 
scheme which will set goals for their 
attainment and permit them to see 
for themselves how much they have 
accomplished. @ 
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“HOW CAN WE GET 
THIS PRICE CHANGE 


OUT JN AN HOUR?” 
“GEORGE'S aoe] “HOW ABOUT 


DUAL-LITH. — pip ns eg 
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—— “THERE ARE 

TIMES WHEN | ALMOST 
WISH WE DIDN'T HAVE A 
DAVIDSON DUAL-LITH!”’ 





















































No matter what the demand, seems George can do it — on 
the Duat-Liru! This is a picture of George’s DuaL-LitH 
... there are a number of other models — if you need ‘em. : 
And every one is designed to turn out quality offset — fast! iLL bbbtititiiiheteeeteeteetete 






The Duat-Litu is the ultimate in simplicity. It’s inexpensive 
to own and to operate. And it speeds your paper work no 
end! We could tell you here about each and every one of 
the Duat-Lirn’s features and advantages. But we'd rather 
7 make this statement: Nobody in the world makes better 
: small offset equipment than Davinson! And if taking the 
work out of paper work is one of your problems — you really 
i ought to find out more about Dua-Lirn! 


DAVIDSON CORPORATION 
Subsidiary of Mergenthaler Linotype Company 
29 Ryerson Street, Brooklyn 5, N. Y. 

I WANT to know more about DUAL- 
LITH. Send free folders! 





Name 


Company 


Call your distributor (he’s listed in the Yellow Pages) — or [] : 

send the coupon to us today — for free descriptive folders davidson 
about the many DuaL-Lirn models! Davidson Corporation, 
29 Ryerson Street, Brooklyn 5, New York. Subsidiary of 
Mergenthaler Linotype Company. 
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(Circle number 170 for more information) 
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CRAMPED 
for filing space? 


. . . the new, modern system for filing active 
records. With VERTI-FILE you can file over 
twice as much material in the same floor area as 
with a conventional file. 

Each unit of VERTI-FILE provides space for 
23% lineal feet of active records . . . and posi- 
tions them for faster and more efficient usage. 
By comparison, a regular 4 drawer file holds 87 
lineal feet of records. 


So don’t be cramped . . . get VERTI-FILE! 
Call your local DeLuxe dealer or write direct. 


A division of the Royal Metal Manufacturing Co. 


OM-59-02 
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(Circle number 146 for more information) 





Thought 
starters 


ELECTRONIC DICTATION 





New transistorized Voicewriter 
is easy to use and carry. 


Extreme ease of operation is a 
major feature of the new M-E Exec- 
utive Voicewriter. Simply lifting the 
microphone readies the unit for 
dictating—no waiting for warm up. 
There’s no danger either of dictat- 
ing to a “dead” unit since a buzzer 
signals unreadiness. A ticking signal 
gives advance warning of end of 


record. 
Volume control allows private 





New book-shaped dictator is styled 
for easy operation and portability 


listening or loud speaker playback. 
A conference switch permits pick- 
up from several feet away. 

The microphone is shaped for 
comfortable use in right or left hand. 
It contains keys for remote control 
marking of the index slip. 

Shaped like a book, the 12-pound 
machine slips easily into’ a_ brief 
case. Built-in stability and balance 
make the machine ideal for dictat- 
ing while traveling. It consumes 
only 30 watts from a car battery 
compared with 120 watts with older 
models. 

The transistorized unit is sleekly 
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styled in beige with gold trim. 
For more details, circle number 249 
on the Reader Service Card. 


NEW PRODUCT 





New addressing unit 
is simple to operate 


Addressograph-Multigraph Corp. 
announces a newly designed Graph- 
otype Class 6400 machine that pro- 
vides speedier production of Ad- 
dressograph metal plates, plastic 
credit and identification cards. 

Streamlined design simplifies op- 
eration and increases output from 
10% to 30%, the manufacturer states. 

Carriage of the new unit has an 
automatic line and character indica- 
tor, quick-change spacing controls 





New unit is designed to speed out- 
put of Addressograph master records. 


and automatic plate positioner. 
Gravity grip copy holder and in- 
dicator, and convenient receptacles, 
allow for efficient organization. 
For more information, circle number 
247 on the Reader Service Card. 


ACCOUNTING 


Lagging reports speeded 
by Keysort tab punch 


Management at Roots-Conners- 
ville, with 600 employees, had to 
wait till the 15th of each month for 
complete sales-cost data. Now these 
reports are completed in four days. 

Reason behind this speed up, 
says Cost Supervisor Robert Carter, 
is the use of the Royal McBee Key- 
sort tabulating punch. 

Here’s a quick run-down on the 
new procedure: 

The tab punch automatically 
punches and tabulates sales quanti- 
ties from Keysort cards. Figures 
entered on the machine are simul- 
taneously code-punched in the body 
of the card and accumulated in the 
unit. All amounts are printed on 
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tape. The Keysort sales-cost analysis 
cards are marginally notched with 
other information. This facilitates 
sorting, filing and finding cards. 
The resulting increased capacity 
and speed in handling data has also 
allowed Roots-Connersville to keep 
a continuing check on its over-all 
sales forecast and on individual ter- 
ritories. An accurate check can be 
quickly made of any salesman’s 
quota standing. Keysort cards are 
run through the punch and tally his 
total sales in three or four minutes. 
Previously, this would have taken 
several hours of clerical work. 





The company is now going to 
adapt the system to analysis of field 
service by products and territories. 
Aim is to find out which products 
and areas need most servicing. The 
analysis will indicate where im- 
provements should be made. 


For more details, circle number 250 
on the Reader Service Card. 
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Year’s guaranty given 
on StenOTape machines 


Purchasers of the Geloso StenO- 
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(1) Snap it... see it! (2) Slip it into a mount, and (3) project it as big as you want. 


Polaroid Corporation Announces 





QUICK, EASY WAY TO MAKE SLIDES 


Now with a standard Polaroid Land Camera, you can make 
slides for Sales Meetings, and project them immediately. 


Polaroid Corporation has perfected a film 
which produces black-and-white slides right in 
a regular Polaroid Land Camera. Just click 
the shutter and two minutes later you have a 
slide ready for projection. 


These on-the-spot slides can help you tell 
a picture story to everyone—prospects, exist- 
ing customers, the field selling force, manage- 
ment. A versatile Copymaker is available to 
make slides from any text, existing photo- 
graphs, charts, graphs or titles. Or, if you 
wish, you can take the camera into the field to 
photograph products, displays, and other 
material. ‘ 

Two sizes are available—2% x 2M, and 
3% x 4 for use in existing “lantern slide” 
projectors. 


rhese slides cost about % as much as con- 
ventional slides. But the real saving is in the 
time and effort that it takes to put any 
picture on the screen. Send in this coupon 
for detailed information, plus booklet, “On 
Your Feet,” loaded with hints for your 
next speech. 


pc------ mena -------- == 
Polaroid Corporation 
Dept. MM-2, Cambridge, Mass. 
Please send me detailed information on the 
new Polaroid transparency system. 


NAME 

















STATE 
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Another example of Multilith Offset versatility 


‘ 





Cutting the high cost of highways 


The Federal Highway Act promises America a great new ribbon of 
road— 41,000 miles long. Every one of these miles must first be ‘built 
on paper’’—and that's where Multigraph Methods slash costs. 
Already highway builders in a dozen states have found that 
Multilith Offset provides fast, efficient, money-saving ways to re- 
produce engineering drawings, specification sheets, and reports. 
The director of highways in one state reports that Multilith Offset 
equipment paid for itself in its first year and, in addition, produced 
savings of more than $100,000. This is only the beginning, since 
they are finding more and more profitable uses for the equipment. 





Cutting costs 
is our business 








SERVING SMALL BUSINESS ° 


BIG BUSINESS ° 


Multigraph Methods are so versatile they meet every duplicating 
need of business — forms, communications, promotional material. 
Multilith duplicating masters can accept complete data—with only 
one writing—and reproduce this information repeatedly —in whole 
or in part—with any required additions, deletions or substitutions. 
In short, Multilith Offset produces complete business records — 
with both constant and variable information— from blank paper. 

Ask the nearby Multigraph field office to report on how your 
business can profit with Multilith Offset, or write Addressograph- 
Multigraph Corporation, Cleveland 17, Ohio. 


© 1959 A-M Corporation *Trade-Mark 


Addressagraph-Multigraph 


PRODUCTION MACHINES FOR BUSINESS RECOROS™ 





EVERY BUSINESS 


(Circle number 101 for more information) 
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Tape recorder-transcriber now re- 
ceive a full year service warranty 
on the equipment. 

Sold as a_ package priced at 
$179.95, the 7-pound unit includes 
a sensitive crystal microphone, long- 
play tape, rewind reel and Cordo- 
van-finish carrying case. The 
telephone-sized machine records 
for over two hours per tape. 

For more details on this combination 
recording and transcribing unit, circle 
number 251 on the Reader Service 
Card. 


ENGINEERING 





Kodak movie dramatizes 
new drafting technique 


A new movie, “Photo-Reproduc- 
tion,” has been produced by East- 
man Kodak Co. to show how large 
and small organizations can boost 
efficiency and cut drafting costs by 
using latest photo-drawing tech- 
niques. 

The 23-minute color film details 
short cuts, savings and new stand- 








Actors in new Kodak movie discuss 
benefits of photo-drawing technique. 


ards of legibility in drafting opera- 
tions. 

To borrow a copy of this celor 
movie, write to Graphic Reproduc- 
tion Division, Eastman Kodak Co., 
343 State St., Rochester 4, N. Y. 


COMMUNICATIONS 





Audio-visual aid 
is briefcase size 


The 1959 Micromatic incorpo- 
rates in one compact unit a filmstrip 
projector and record player that 
automatically synchronizes pictures 
and sound without attention from 
the operator. 
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Made by DuKane Corp., it is 
housed in a pingrain and aluminum 
case which measures just 15% by 13% 
by 6 inches. A built-in shadow-box 
screen is contained within the lid 
and there is storage space for film 
and records. 

Features include fully automatic 
film advance, a plug-in cartridge 
with spare needle and an automatic 
film rewind. 





For more details on this sound slide- 
film projector, circle number 248 on 


Easy-to-carry case houses projector, 
the Reader Service Card. 


shadow-box screen, film and records. 





make a 
profitable 
move fo... 








ORLANDO 
FLORIDA 


he are) s 
PLANNED PROGRESS 






here's how 
we will 
assist you 


Before you make any decision for your company you 
The latest on 
available (and desirable) sites . . . buildings for lease 


want the facts! We'll give you facts. 


. .. up to the minute developments on Electric Power 
and Natural Gas 
manpower, expanded transportation facilities. Industry 
We'll give 


you facts, personal assistance in every way. Write 


current statistics on available 
is on the move to the Orlando area. 


for our latest brochure and let's get acquainted, 


ORLANDO ixonro" 


Room 503 City Hall, Orlando, Florida 


NAME 











ADDRESS 





(Circle number 163 for more information) 
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Fiow to make your catalog 


deliver orders 


Going with the wind is the old-fashioned general 


catalog, the dry-as-dust “salesman’s bible.” Today's 


sales catalogs are market specialized and planned for 


specific sales action. Here's how to make your 


‘atalog a real sales builder. 


by Goldalie Frank, President 


Contempo Agency, New York 


MV ith the right in- 
dustrial catalog you can multiply 
the effectiveness of an average sales 
force more than four times with- 
out adding a single name to your 
payroll. 

Here are figures, from a survey 
by the Sales Executive Club: 
® Salesmen calling cold average 
9.2 orders on each 100 calls. 
® Salesmen following up ad _ in- 
quiries boost their average to 16 
orders per 100 calls. 
® Salesmen answering inquiries 
from prospects who have studied 
a catalog walk away with an im- 
pressive 38.4 orders per 100 calls. 

But to do its job, the catalog 
must be carefully planned and de- 
signed. Only rarely is there a need 
for the old-fashioned general cata- 
log, the bulky reference book listing 
everything there is to know about 
all your company’s products. Such 
a book may be useful for salesmen 
and a few long-established custom- 
ers who need voluminous detailed 
data—but it won't sell. 


Markets and action 

Today's catalog must be market- 
specialized and aimed at action. It 
must be planned for a_ specific 
group of prospects, show only the 
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products of interest to that group, 
and concentrate on the information 
they need to start placing an order. 

Before you even think about con- 
tents and design, ask yourself—and 
answer—these two questions: 

@ What kind of buyers constitute 
your market? Be as specific as you 
can. For example, are they plant 
engineers? Product designers? 
Metal-working production execu- 
tives? If you have several discrete 
groups of customers, plan to reach 
them through several catalogs tai- 
lored to their individual needs. 

@ What kind of buying action do 
you want? Once theyve studied 
your catalog, should your prospects 
call your local sales representa- 
tive? Write your product into a 
specification? Place an order direct? 
For each of these actions, what 
should they do first? 

Your catalog’s job is to persuade 
these specific prospects to take a 
first step toward buying your prod- 
ucts. 

When you know why youre put- 
ting out a catalog, the next ques- 
tion is: Exactly what information 
should be included in your catalog 
to make your firm’s prospects act? ¢ 


The problem of what 
Each catalog you issue requires 


a separate thinking-through on this 
problem of content. Here are seven 
basic rules to help you plan: 

1. Show your products visually. 
If possible, show each product 
three ways: in a simple illustration; 
in a diagrammatic sketch; and in 
a photograph or drawing showing 
the product in action. 

Don't neglect the action shot. J. J. 
Cranmore, general manager of the 
Lowerator Division of American 
Machine and Foundry Co. (see 
catalog illustrations) confirms its 
value: 

“Showing the product in action 
stimulates planning and suggests 
multiple sales. The architect can 
more graphically visualize how to 
incorporate Lowerator products, 
whether he’s planning a_ 12-seat 
lunch counter or a school lunch- 
room to serve 1,000 students.” 

As for color: of course, full-color 
photographs are the best showcase 
in which to display your products. 
But color is not as important as 
completeness. If you have to choose, 
it’s generally more effective to show 
all your products in one or two col- 
ors, rather than just a few in full 
color. 


2. Describe your products com- 
pletely. Don't stint on descriptive 
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Craig LeFebure 


Lowerator Division, AMF Co. 





4-STACH DISH DISPENSERS HEATED AND UNHERTED 









os Ki: LOWERATOR 


“S 4. 





SPECIFICATIONS; 


SHOW YOUR PRODUCT 
IN USE 


Market-conscious file maker 
concentrates individual catalogs on 
single application. This one (far left) 
shows product being used in accounts 
receivable operations. 


Lowerator pictures dish dispensers 
three ways—in actual use, detailed 
photographs and diagram cross- 
referenced to specification chart. 





PAPER CAPACITORS 


100°C. ree 
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METALITE Hy-Met TYPE MLL -Cordboard Yubulars 





Structoglas Division, 
International Molded 
Plastics, Inc. 


Astron Corp. 


DESCRIBE YOUR PRODUCT 
COMPLETELY 


No details are left to imagination 
in plastic paneling description. 
Art livens specifications of 
interest to engineers and buyers. 


EMPHASIZE FEATURES 


In-use benefits are highlighted in 
Metalite copy. Applications 
requiring these special features are 
also suggested. 


All the data needed for correct 
ordering is included in this price list. 
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HOW TO ORDER 
moots 
ATA abe enon 


MECH” OF UnerTS 


DUN IN 





yp) amenican sence & FouNDRY Company 





GET ORGANIZED 


Orderly presentation of facts and 
figures is shown in this 
Lowerator price list. 


HELP THE PROSPECT 
TAKE THE FIRST STEP 


It’s easy to order the 
product with this 
step-by-step outline. 








AMER AD MRCHUNE & FOUNDRY COMPANY 


DESIGN FOR USE 


Art helps graphically 
demonstrate self-leveling 
dispenser action. 


IDENTIFY YOURSELF 


“Vest-pocket” catalog clearly 
identifies the who, what and 
where of product procurement. 
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BASKET AND TRAY DISPENSERS 


OPERATION 






TUBE-TYPE DISPENSERS 





JONVNGINIVH 








CREATE VISUAL FLOW 


File tab device, numbered 
circles and unified layout 
properly direct reader’s eye. 
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Your finished catalog is itself a product, and, like any product 


copy. (Don’t waste words, either. ) 
Indicate all specifications clearly; 
key your products precisely; use 
diagrams of detailed parts when- 
ever necessary. Keep all descrip- 
tions as close to the illustrations as 


possible. 
3. Answer all the questions your 
customers most frequently ask. 


Don’t make your prospects thread 
a labyrinth of correspondence be- 
fore they can place an order. (And 
save yourself the expense of need- 
less correspondence — at $1.25 a 
letter or more! ) 

4. Emphasize your products’ ex- 
clusive features. Don't be afraid to 
be vigorous. 

5. Counter your competitors’ 
claims. Subtly, of course. 

6. State your prices simply and 
clearly. In most cases, a catalog is 
not complete without prices. If you 
list them in a separate section or 
companion booklet, cross-reference 
carefully. Llustrations from the 
main text, reduced in size and re- 
peated in the price list, can help 
your prospects avoid needless mis- 
takes. 

7. Help your prospect take his 
first step toward buying. Don't 
make him guess about essentials, 
such as credit terms and shipping 
details. Don’t be afraid to simplify 
with order forms, inquiry blanks 
and step-by-step buying rules. 

The aiming of your catalog and 
its general contents are decisions 
that should have the close attention 
of top management. Its appearance 
is more properly a matter for ex- 
perts in printing design, whether 
members of your own advertising 
staff or outside consultants. 

Yet management should keep an 
eye on appearances too. The reason: 
your catalog’s appearance helps to 
define your company in the pros- 
pect’s mind. Bold or conservative, 
careful or careless, childish or adult 
—the design says in effect: “Look! 
This is the kind of company you'll 
be dealing with.” 

Here, then, as a quick guide, are 
the five basic decision-areas in cata- 
log design: 

Format. The basic problems here 
are what size and shape? and loose- 
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faces stiff competition. Market it imaginatively. 


leaf or bound? Your alternatives 
may be few if your policy is to fol- 
low trade standards or to allow for 
binding in an assembly catalog 
(Sweets, Reinhold, McGraw-Hill, 
etc.). They may also be restricted 
if you make frequent item changes, 
or use catalog pages for separate 
mailings, or use individual pages in 
several different catalogs. 

Within your range of choice, 
however, each possible format has 
its own advantages. For example, a 
vest-pocket catalog (or supplement 
to a main catalog) allows constant 
ready reference, while looseleaf 
binding allows sectional mailings 
for repeated impact. 

Identification. This starts with 
the front cover, which should iden- 
tify your company and your prod- 
ucts immediately and effectively. 
It remains a must throughout the 
catalog, including frequent repeti- 
tion of your company’s address and 
telephone number. 

Organization. The keys here are 
clearly-defined sections and visual 
units, plus an easy-to-use index. 
Sectioning is extremely important, 
and should be based on areas of 
buying, rather than manufacture. 

Visual flow. The catalog must be 
visually interesting page-by-page 
and as a coordinated unit. High- 
light the pages or page-areas on 
which you want the prospect to 
focus, and lead his eyes there. 

The two main tools are continu- 
ity and emphasis. Continuity can 
be anchored to a theme—a geo- 
metric shape, treatment of typog- 
raphy, or technique of illustration 
—which is repeated throughout the 
catalog. Emphasis is achieved by 
variations on this theme. 

Action. If the catalog is to sell, 
the design must point to the first 
buying step and should itself imply 
action. 

Getting top mileage 

Your finished catalog is itself a 
product, and, like all your products, 
it faces stiff competition. Market it 
imaginatively. Careful merchandis- 
ing and distribution will pay off in 
increased prospect reading time. 
And that time pays off in sales. 

Of course, you'll send catalogs to 


all active customers and to selected 
names on your inactive lists. But 
since the unit-cost of printing de- 
creases rapidly as the quantity in- 
creases, you may also find it feas- 
ible to reach many new prospects. 
Industrial lists are easily available. 
And don’t overlook such. markets 
as schools, libraries, public and pri- 
vate institutions, civic groups and 
Chambers of Commerce, if you 
manufacture a consumer item. Cat- 
alogs and other sales literature re- 
ceive wide circulation in these 
markets. 

But don't just mail your catalogs 
and hope for the best. Sell them! 
Use the proven direct mail tech- 
niques, such as mailing teaser cards 
in advance of the catalog. 

And personalize your distribution 
whenever possible. One simple and 
effective way is to mail a covering 
letter along with the catalog. The 
letter should be personal in tone; 
it should emphasize your special 
services and indicate that not all 
your products are included in the 
catalog enclosed. 

Market — action — content — de- 


sign — merchandising — distribu- 
tion. Done! This year’s catalog is in 
your prospects’ hands, moving 


them to buy. Now it’s time to start 
planning your catalog for next 
year... & 

Reprints of this article are available on 
request from the author. Address Goldalie 


Frank, President, Contempo Agency, 551 Fifth 
Ave., New York 17. 








Goldalie Frank, president of Contempo 
Agency, New York, has prepared cat- 
alogs for some of America’s foremost 
corporations for over 25 years. She is 
called upon frequently as consultant 
to well known companies to assist in 
the preparation of their sales promo- 
tion programs. She is a frequent con- 
tributor to trade and business periodi- 
cals on this specialty and lectures 
before important business groups on 
this topic. 
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Fiow to choose the 
q » 6c 99 
right “‘copy system 
If you need photocopies in some volume, choosing the right plan can 
make a lot of difference in your costs. 
P One basic question: Should you have a number of desk copiers—or a 
{ central photocopy station? 
i Which setup is right for you depends upon: 
the number of pieces to be copied . . . where most of the 
work is... how many copies you generally want ... and 
the copy quality you need. 
a, Analysis of these faetors generally points clearly either to a multi-unit 
setup or a central station. 


Because we market both types, we can recommend the one that’s best for 
your present and future needs. 


The Photostat Corporation office near you also sells and services equip- 
ment for microfilm and offset duplicating systems—and knows how they 
can be used best. Your inquiry is invited. 


PHOTOSTAT CORPORATION 
P.O. BOX 1970MM~-+- ROCHESTER 3, N. Y. 


PHOTOSTAT is tHe trrave MARK OF PHOTOSTAT CORPORATION 
(Circle number 144 for more information) 
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Business 
electronics 


Teleprinter makes 


debut in this country 


The Olivetti Teleprinter, de- 
veloped in Italy, is now being 
marketed by TelAutograph Corp. 
The equipment punches or reads 
five-channel tape and is the same 
size and weight as an electric 
typewriter. 

Features include two-color 
printing, automatic answering 





Variety of keyboards is offered 
in short line Olivetti Teleprinter. 


and querying, automatic  start- 
stop, end of line lock and reper- 
forating. 

The portable unit is available 
in a variety of keyboards, includ- 
ing a standard typewriter key- 
board. 

For more details on this short 
line Teleprinter, circle number 264 
on the Reader Service Card. 


A Electronic counter 
operates at distance 


For high speed counting and 
quantity control, Veeder-Root, 
Inc. has developed a line of elec- 
tronic Count-Paks equipped with 
newly designed photoheads. The 
counters will operate at a dis- 
tance up to 30 inches between 
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the light source and _ photocell. 

These large size photoheads 
make the units ideal for counting 
big, irregular-shaped objects on 
conveyors. Jarring will not knock 
them out of focus, Veeder-Root 
states. 

All Count-Paks use transistors 
throughout. Counters with one 
glow transfer tube, for instance, 
have a capacity for 30,000 counts 
per minute. Units can be. pro- 
vided without this decade or 
with additional tubes to accom- 
modate the speed required. 

For complete details, circle num- 
ber 243 on the Reader Service card. 


Solid-state unit's output 
is 1,500 lines per minute 





Burroughs Corp. has devel- 
oped a solid-state line printer 
which will select, edit and print 
out data from a computer on 
magnetic tape at rates of 1,500 
lines per minute. 

The high speed unit is inte- 
grated with the Burroughs 220 
EDP system. It features on-line 
or off-line operation, buffer data 
storage and automatic editing— 
all under plugboard control. 

By manual switch one of four 
speeds can be selected on the Ce 
drum printer—624, 720, 1,065 atte, 


and 1,225 lines a minute. All mM G Ane 
numeric output capacity is 1,500 © Fe © CG ra Pp 


lines a minute. 





...hold the phone, 
ll have it for you 
right away... 





A transistorized control unit “220M" by Rielamel ae 
houses a magnetic core buffer 
and plugboard editing controls. New Multiplication Key—it prints the answer, and both of the factors, on 


C ol over Daal welal : two easy-to-read lines. 
/ontrol over final printing in- New High Speed—220 cycles per minute. Over 30% faster than most other 


cludes line spacing, skipping and new features 10-key listing machines. 


other functions. Its vocabulary New More Flexible Keyboard—accepts figures faster. 


has 51. solid-face characters make figures fly. New Dual Purpose Lever—increases capacity to 11-digit listing, 13 totaling 


—for addition and subtraction. 
New Color—smart “Autumn Tan”—blends with modern office decor. 


ae a nd SO simple New Variable Space Control—adjusts for single or double spacing. 


Plus these wanted features: Exclusive Automatic Visi-Balance Window— 
t It} | | Single Cycle, Single Purpose, Control Keys—Adjustable Keyboard Angle— 
0 mu Ip y ° — Color Printing—Quiet Rotary Action—Streamlined Styling—Concealed 
Paper Roll—and many others. 
Now Lease any Comptometer Business Machine on a nationwide leasing 
plan through Comptometer offices. 


( OMPto IMeter ( Orocr< wwIior 


COMPTOMETER CORPORATION 
1712 N. Paulina St., Chicage 22, Iilineis 


© Arrange free office trial for me on: 

© Send me literature on: 
( Comptometer Comptograph “220M”* 
C Comptometer Customatic 
C Comptometer Commander 





Transistorized printer system pro- 
vides plugboard-controlled editing. 


which print in lines of 120 posi- 
tions. Density is 10 characters 




















. Name 
per inch. : Hn 
ny — tnile .. onli New Comptometer Customatic— omptometer —Insdres Firm 
For further details on this solid- World’s fastest way to figure... accuracy in dictation. Lifetime 
state line printer, circle number now faster than ever. Try it Magnets belt saves far more Address. 
; f ; anim & 
263 on the Reader Service Card. rey Bk ad a ——e ee City. ZonewState 





(Circle number 116 for more information) 
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SUCTION 





---for YOUR PRODUCTIO 

















Add extra hours to production time by 
cleaning machine tool sumps faster with 
Tornado. 














You can't turn a casting this size to 
shake out chips, but Tornado removes 
them faster than any other method. 





Big savings when you recover welding 
flux with a Tornado vacuum cleaner. 





| HAVE A FREE 
Suction Survey 


A Tornado cleaning engineer will 

gladly call at your plant and 

| make a free survey to show you 

i how Tornado vacuum cleaners can 
work on your production line. 
Just write, wire or call. 


Write today for Bulletin No. 894. 


i 








7 
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Tor NADO, series 400 
VACUUM CLEANERS 


Smart production men are 
using powerful Tornado suction 
for production savings. 


It’s so easy and simple to use 
a Portable Tornado Suction 
Machine. Use it to remove 
debris from inside of products 
—to pick up oils and liquids— 
to reclaim scrap for salvage. 


JUMBO UNIT 


If you need larger capacity, Tornado 
supplies a Jumbo cover to fit any of 
your standard 55 gallon drums. Use 
one or two motor units for up to 3 
H.P. of suction, with hose sizes up 
to 3” 


Mh 


ML 











FOR MAINTENANCE CLEANING 


What’s more, this versatile Tornado 
has a multitude of attachments for 
cleaning overhead pipes, blowing 
dust out of electric equipment plus 
thousands of jobs that keep your 
plant neat, clean, safe and produc- 
tive. 


OREWER ELECTRIC MFG. CO. 





5136 N. Ravenswood Avenue 


e Chicago 40, Illinois 


(Circle number 110 for more information) 
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Accident costs 
(Continued from page 48) 


signed for analysis and use. Every 
accident report should be exam- 
ined, and _ investigations made 
promptly, going as deeply as the 
case seems to merit. Even minor 
accidents may be prophetic. One 
insurance company, Employers 
Mutual of Wausau, reports that it 
recently investigated a seemingly 
minor mishap in which a sweeper’s 
nose was scratched by a fragment 
of emery wheel. The investigation 
disclosed these startling things: a 
grinder motor had caught fire when 
someone tried to clean it with gaso- 
line; the sweeper was cleaning up 
the fire debris when an emery 
wheel exploded because it was be- 
ing operated at 18,000 rpm instead 
of its rated 3,800 maximum; wheel 
fragments flew all over the room 
due to lack of a guard; and the 
entire chain of events was due to 
an inexperienced operator at the 
grinder. 

Twenty-five recommendations for 
prompt attention resulted from the 
one “trivial” mishap. 

To achieve effective accident 
control, fit the man to his job. For 
bigger companies, medical facili- 
ties—such as those at Nordberg 
Manufacturing Co. of Milwaukee, 
whose large credit on its workmen’s 
compensation rate means an annual 
saving of about $25,000—may be 
worthwhile. For smaller firms, out- 
side medical services can be used. 
Nordberg, which has 2,500 em- 
ployees, operates its own clinic and 
hospital with a doctor and two full 
time industrial nurses. Complete 
pre-employment physical exams are 
administered, including an audio- 
metric measurement. Nobody is de- 
nied employment on_ physical 
grounds, but a man’s capabilities 
and limitations are carefully con- 
sidered when specific work assign- 
ments are made. Rechecks are 
made periodically, based on a tick- 
ler file with color coding to denote 
various ailments and handicaps. 

Take another tip from the safety 
champions: they don’t quit. Acci- 
dent prevention isn’t something you 
turn on and off, without going 
backward. 

For safety, there are no short 
cuts. But the road is well-marked— 
and it’s a profitable one. 
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Acousti-Line* 


Be / Metal Suspension Ceiling ~~ 
ROSITA roe eo. for 1. SOUND CONDITIONING Besson 
Beenie ee eee eee 2. LIGHT CONDITIONING mage 
Reo ee eee 3. AIR CONDITIONING ERE 
~~ EN ee re eee Soa The effective, attractive integration of important ceiling [7 


elements . . . for sound, light, and air conditioning. ..is 9 6 
efficiently achieved with the structural Acousti-Line Suspen- Ko” 
fh sion System. Ceiling components of acoustical tile, light /9-> 
fixtures and air diffusers are all modular and readily inter- =~ 
changed to meet revisions in room layouts and partition 
placement. 
Before you start your office modernization program, con- 
sult your Acousti-Celotex Distributor (see Yellow Pages). 
{ He has a wide range of products to show you, with an ever- 





1 REID 





increasing variety of installation systems. You can count on 
: him, a member of the famed Celotex family of acoustical ~~, 
~~ | specialists, for the finest in technical ability, installation 


2) “ay skill, and dependable service. TRADE MARK REG. U. S. PAT. OFF. 


REGISTERED U. S. PAT. OFF, 


: Products to Meet Every Sound Conditioning Problem... Every Building Code 
The Celotex Corporation, 120 S. La Salle St., Chicago 3, Illinois 
In Canada: Dominion Sound Equipments, Ltd., Montreal, Quebec 
a — — — — — — — = All NOW FOR MORE INFORMATION |- ——————— — 
The Celotex Corporation, Dept. MM-29 
120 S. LaSalle St., Chicago 3, Illinois 
Without cost or obligation, please send me your booklet, “Sound Con- 


ditioning for Office Workers,” your brochure on the Acousti-Line Suspen- 
sion System, and the name of my nearest Acousti-Celotex Distributor. 






















a en: =| Ea 


Firm 





Address 





City 





All component parts of this ceiling rest securely on the 
sturdy structural Acousti-Line panels, and are quickly 
and easily removed for servicing or relocation. 
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WHERE HE WORKS 





THE MAN 


Herbert Bruning 
President 


THE COMPANY 


Charles Bruning Co., Inc. 
Mt. Prospect, Ill. 


THE DESIGNER 


Judith Neuman 
A. Epstein & Sons, engineers 


This private office 


ee = An office-within- 
an-office gives President Herbert 
Bruning real seclusion for concen- 
tration on confidential conversa- 
tions. 

His hide-away cubicle adjoining 
his spacious office can be com- 
pletely shut off from the outside 
world. Both rooms have been care- 
fully organized for efficient execu- 
tive function. 

Focus of the large office is the 
curved walnut desk with overhang 





to accommodate visitors’ pull-up 
chairs. Behind the desk in easy 
reach is a long credenza housing 
files and phone. Suspended cabinet 
of inlaid woods adds interest. 

Table-flanked sofa, comfortable 
lounge chair and coffee table pre- 
dominate the informal conference 
area. Mesh casement curtains and 
fluorescents recessed in acoustic tile 
ceiling diffuse light. Accessories 
brighten an otherwise subdued 
decor. 
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PROFITS 


TO YOUR COMPANY 


insures real privacy 


A place to escape from the rest of the world 








In Mid-America’s famous 


Small room off the 24 by 20 foot main office provides this CHICAGO SEMINAR 


president with seclusion and equipment necessary for decisions, 
@ detail or private talks. Bleached honey walnut walls contrast March 23 to 26 

with dark wood furniture. Large desk is curved to facilitate . 

face-to-face discussions. Conrad Hilton Hotel 


Chicago 


15 top-name (practical minded) 
experts will give you proven ideas 
—ideas geared for immediate use 
to supervisors and managers in: 
office management 
personnel 

accounting 

systems & procedures 
industrial relations 


Spacious major room is bright and airy. Brown, beige and grey of furniture and 
walls are repeated in patterned Mexican carpet. Sharp colors are introduced in 
ceramic topped coffee table, accessories and draw drapes. 


machine accounting 


vvvvvvVv 


purchasing 


The 16th Annual CHICAGO SEM- 
INAR is cosponsored by the Chi- 
cago Chapter of the National 
Office Management Association 
and Northwestern University, and 
is also held concurrently with the 
BUSINESS SHOW —a gigantic 
display of all the latest office 
equipment and electronic office 
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Clip and mail to OMAC, Dept. MM-2-59 | 
Office Management Assn. of Chicago | 
105 West Madison St., Chicago 2, Il. | 
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Seminar and Business Show. I 
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thanks to automatic XEROGRAPHY... 


Save up to *500,000 yearly with a unitized microfilm system 
for storage and rapid reproduction of engineering drawings... 











---print quality superior 


to that of any other method of 
engineering = drawing reproduction 


BENEFITS 


* Superb quality at low cost 


¢ Substantial savings ... up to 
$500,000 a year 


¢ Storage space reduced up to 95% 
* No sensitized paper used 


¢ Time cycle between request and 
print dramatically shortened 


¢ Reduced-size prints make handling 
easier, slash material costs, 





cut postage 
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Automatic xerography now makes 
possible a revolutionary system for 
the storage and rapid reproduction 
of engineering drawings. The com- 
bination of microfilm, data-process- 
ing aperture cards, and a XeroX® 
Copyflo® 24 continuous printer pro- 
vides enormous economies in time, 
space, materials, and money—up to 
$500,000 savings a year. 

If your need is to copy hundreds 
...or thousands... of different en- 


gineering drawings, or to get multiple 


(Circle number 125 for more information) 





Above, original drawing is contrasted 
with microfilmed reduction mounted in 


aperture of data-processing card. 






Left, Copyflo 24 continuous printer. 


copies of each, a unitized microfilm 
system is for you. 

Our booklet X-287, showing the 
advantages of unitized microfilm sys- 
tems, is yours for the asking. Write 
HA.tow Xerox Inc.,59-187X Haloid 
St., Rochester 3, N. Y. Branch offices 
in principal U.S. and Canadian cities. 


HALOID 
XEROX 


MANAGEMENT METHODS 




















a] 





Increase productivity 50% 
(Continued from page 42) 


oe 








with wage incentives 








“On the average, 80% of all work done can be measured.” 


A. I don’t think there is any other 
system that approaches the motiva- 
tional effectiveness of wage incen- 
tives when properly engineered and 
properly installed. 


Is it possible to define 
-<~* a man’s job to the 
point where you can meas- 
ure his performance alone, 
without the influence of 
work done by others? 
A. Yes, most work can be measured 
—not only manufacturing opera- 
tions, but also clerical operations of 
a repetitive nature, maintenance 
work and so on. On the average, we 
aim to establish standards for about 
80% of all work done in a firm 
when we launch an incentive plan. 


FEBRUARY 1959 


Q. What people are left in the re- 
maining 20%? 

A. Those who do extremely non- 
repetitive work, where, perhaps, 
their presence is required more 
than their actual productivity. I 
have in mind a gate guard or an 
elevator operator, for example. 


Q. Doesn't the size of the company 
or its type of business influence the 
percentage of emplovees who can 
be covered by wage incentives? For 
example, wouldn't there be a differ- 
ence if one company were manufac- 


turing nuts and bolts, and another 


company does most of its work on 
paper? 

A. It makes no difference. You can 
measure work and set performance 
standards even for those jobs where 
judgment counts more in the pas- 


JOHN DALE 


sage of time than the turning out 
of an actual product. In a purchas- 
ing department, for example, an 
individual’s judgment may range 
from the purchase of a box of pen- 
cils to the purchase of a $10,000 air 
conditioning unit. In that case, 
rather than doing direct work meas- 
urement, we attempt to measure the 
multiple influences that affect the 
employee's output. We attempt to 
determine three, four or at the 
most five influential factors by 
which the man’s work can be meas- 
ured over a longer period of time 
than just one minute, five minutes, 
or 10 minutes. The measurement 
period may be an entire day, or it 
may even take a full week of time 
to cover all of the different types of 
influence that enter the picture. At 
any rate, as long as there is an ele- 
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CRIME 


HAS ITS 





Your locked door is an open door to 
crime if you cannot account for all 
original and duplicate keys. 


By a professional, an amateur, or an 
employee, unauthorized entry by key 
results in millions of dollars’ prop- 
erty loss yearly. 


Inventory + Tools + Records + Plans 
Confidential Information + Sam- 
ples « Personal Property + Equipment 
Materials * Vandalism + Furnishings 
Supplies + Cash 


STOP LOSS. Control all your keys 
with TELKEE, the only complete, 
positive system of key control. As 
simply as filing correspondence, 
TELKEE insures you against prop- 
erty loss, saves time spent searching 
for misplaced keys, eliminates even- 
tual re-locking expenses. 


From 21 to 2240 key capacities, 
there’s a TELKEE System to fit your 
property. Prices begin at $19.91. 
Savings in time alone will more than 
pay for TELKEE. The value of 
added protection and convenience 
is immeasurable. 


FREE, “The Key To The Whole 
Thing”, your guide to TELKEE 
protection for your property. Mail 
coupon today. 

P. o. MOORE, INC. 
The MOORE KEY CONTROL System 


GLEN RIDDLE PENNSYLVANIA 





P. O. MOORE, INC. 
Glen Riddle 77, Pennsylvania 


Please send ‘'The Key To The Whole Thing"’. 





(Type of property) 





Name. 
Company. 
Address 

City. State 


Ceo cee enue cums cee cup cum ee ce es ne ce cee ce cs cs ed 
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I'm interested in key control fot ; 
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ment of repetition, most work can 
be measured. 


( _ How big must a com- 
-~/_—s pany be to get the 
benefits of a wage incentive 
plan? 


A. Generally speaking, a company 
of 40 or 50 employees is considered 
minimum, although firms with 
fewer than 10 employees have suc- 
cessfully installed professionally en- 
gineered wage incentive plans. For 
a company with 100 people, wage 
incentives will be very worth while. 
Q. Is it safe to guess that big com- 
panies get the best results from 
wage incentives, and small com- 
panies tend to get lesser results? 

A. That does not follow at all. The 
evidence shows that there is no re- 
lationship between company size 
and the level of improved produc- 
tivity from wage incentives. Small 
companies can anticipate the same 
kind of results that big companies 
get, and sometimes better results. 


How long does it take 
-</_ to form the ground- 
work for a wage incentive 
program, and fo install it? 


A. It takes about 20 to 26 weeks for 
all of the preparatory work. Ex- 
pressed in another way, we allow 
about 100 working days for one en- 
gineer, or, as we say, 100 engineer- 
days. 

Q. Regardless of the company’s 
size? 

A. Regardless of size above about 
80 employees where we train com- 
pany time study men. The program 
must be explained to employees. 
Foremen have to be re-oriented. 
Meetings have to take place with 
the union, if any. If there is a labor 
contract, a supplemental agreement 
must be prepared covering the es- 
sential details of the proposed incen- 
tive system. Management, in some 
cases, has to be retrained. A train- 
ing program has to be conducted 
for the company personnel who will 
assist with the installation and main- 
tain the system atter it is in opera- 
tion. All of these things, going on 


simultaneously, take a_predeter- 
mined length of time. Whether the 
company is large or small, the prep- 
aration requires about the same 
number of engineered days. And 
experience shows that the time re- 
quired is usually between 20 and 
26 weeks. Now, in a small outfit of, 
say, 20 employees, where we do all 
the work measurement and stand- 
ard setting ourselves, without com- 
pany help, the preparation period 
is cut to about two weeks. 


Q. Roughly, then, how much does 
this preparation cost? 

A. If you figure about $3,000 a 
month for a management engineer, 
it’s about $20,000 or $25,000 worth 
of work to get the program on the 
way to savings. The savings usually 
begin to accrue about the 26th 
week. For the average installation, 
the savings equal the cost of the in- 
stallation by about the 38th week. 
In other words, after 38 weeks you 
have recaptured your investment in 
the program and you begin to make 
a profit on it—profits that continue 
for as long as the program remains 
sound and in effect. 

Q. This cross-over period of 38 
weeks that you cite apparently is 
based on your experience. But 
aren't there a number of intangibles 
involved in the launching of a wage 
incentive program that can throw 
the schedule completely off the 
track? 

A. Yes, problems can occur and do 
occur. Such problems don’t happen 
too frequently, but it is possible for 
the program to be thrown off sched- 
ule for reasons entirely unrelated to 
the program itself. For example, 
union acceptance must be obtained. 
In a given situation, the union com- 
mittee may have some political mo- 
tive for making a fuss about the 
program and delaying it. That may 
be an unforseeable problem. There 
are also delays that are foreseeable 
—delays caused by the Christmas 
holidays or the vacation season, for 
exomple. But barring these delays, 
a coapany can figure on recaptur- 
ing live dollars from a wage incen- 
tive plan after about 38 weeks of 
preparation and installation. 

Q. You imply that a necessary con- 
dition for a successful wage incen- 
tive plan is favorable labor relations. 
A. The better the labor relations are 


MANAGEMENT METHODS 














before the plan is introduced, the 
better the chance for an orderly, 
smooth, on-time installation. There 
have been cases where labor rela- 
tions have been extremely poor— 
repeated strikes, extremely heated 
meetings, brickbats thrown through 
windows—but where it has been 
possible to install a wage incentive 
plan with extreme success. Often 
the reason why such installations 
work is that the old system—perhaps 
badly out-of-line standards—was at 
the root of the labor grievances. 


Q. Are there any other conditions 
required for a successful installa- 
tion? 


A. Yes, the program should be thor- 
oughly explained and sold to the 
employees before the management 
engineer arrives on the scene. The 
full confidence of the employees 
should be won before any of the 
actual installation is undertaken. 
This includes convincing employees 
that no one is going to lose his job 
and that no one is going to make less 
money, although they will have the 
opportunity to make considerably 


more. Before you start, every indi- 


“It’s about 
$20,000 to 
$25,000 of 
work to get 
the program 
on the way 
to savings.” 
DALE 
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vidual employee must be convinced 
that the plan is going to be as good 
for him as it is for the company, 
and as fair to him as it is to the man 
next to him or the man in the next 
department. 


Q. Let’s get back to the matter of 
costs. You say it costs most com- 
panies $20,000 or $25,000 to have 
professionals do the preparation 
work for a wage incentive plan. But 
what about the continuing fees? 
Arent the professionals going to 
continue to charge for the service 
of maintaining the system? 

A. The good professional firm will 
work itself out of a job as quickly 
as possible by doing a thorough 
training job with the company per- 
sonnel who will maintain the sys- 
tem. We are usually out of the 
picture at about the 56th week and 
the company is running its own in- 
centive system. Some companies 


call the management engineers back 
in every three or six months to audit 
the system and check on possible 
methods changes that call for new 
performance standards. However, 
such an audit by outsiders is not 
necessary; if people within the com- 

















LOOKED 

IN THE 

DARK CORNERS 
LATELY? 


Are you harboring a fugitive 
—a killer of efficiency, a saboteur 
of profits, a thief of time or 
space? Of course not, you say — 
but take another look! Do 
your recordkeeping systems 
provide instant location, 
foolproof refiling, full visible 
control and complete flexibility 
—all in minimum space? Are 
they adaptable to either hand or 
machine posting, and to 
automated methods? Do they 
give you real “management by 
exception” or do you just wish 
for it? Do they give you 

facts at a glance — instead of too 
little, too late? Are your 
employees satisfied with your 
systems? Unless you can 
honestly answer /*Yes” to these 
questions you are indeed 
harboring a fugitive—and you 
need V/SIrecord! 


@ Inventory, Material Control 

@ Accounts Receivable, Credit 

@ Purchasing, Order Writing 
Followup 

@ Personnel, Seniority Control} 

@ Sales Control, Order Writing 

@ Maintenance Scheduling, 
Service Followup 

@ Production Planning and 
Control 

@ |.D.P. Punched Card or Tape 
Handling 

© Or Any Other (Specify) 







Write now 
(or check and 
clip this ad 

to your 
letterhead) 
for 
information 
about V/SIrecord’s 
solutions to your 
problems —then you'll 
get rid of that fugitive 
from efficiency you've 
been hiding. Address 
Dept. MM-1 





viSirecord, Inc. 
375 Park Avenue, New York 22, N.Y. 


The world’s fastest visible record keeping system 
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What they say about wage incentives 


at Yale & Towne Manufacturing Co. 


Yale & Towne is one company that has used wage 
incentives since the days of Frederick W. Taylor. At 
its new plant in Salem, Va., wage incentives have 
been in use for eight years. Here’s a sampling of what 
company personnel there say about the program: 


Says Plant Manager Frank J. Finn: 


“| find the incentive system most beneficial. It’s 
good for employee morale because of increased 
pay for additional effort. It improves production 
methods and quality because of the studies 
made in conjunction with the system. It gives us 
better plant production capacity and a good 
means of calculating our unit costs.” 





Says General Assembly Foreman 
Raymond C. Kelley: 


“From years of experience, | am compelled to 
agree that our incentive system enables me to 
plan a production quota more exactly, enables 
me to give more personal attention to each em- 
ployee’s problems, rather than spending my time 
doing police work, and, above all, makes for 
a far better relationship with employees because 
of its fair standards.” 


Says Mrs. Mary Shupe, 
assembly production employee: 


“This plant's operation of an incentive system 
is on a fair basis. | have been able to make all 
rates that | have tested in the past six years. | 
understand more thoroughly what is expected 
of me as a ‘work load’ and | am convinced that 
my take-home pay is in excess of what it would 
be without an incentive system.” 


Says Mrs. Betty Evans, 
general assembly production employee: 


“Our incentive system gives me the personal 
satisfaction of knowing that | have done a job 
as well as is expected of me, and often times 
much better. Aside from the gratification of 
doing my share, | know that my financial status 
is also increased from having put more effort 
into my work.” 
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pany have been properly trained, 
they can maintain the standards 
without help. 

A major change in methods is 
easy enough to pick up, but over a 
period of three, four or five years, 
there is bound to be some slight im- 
provement in almost any kind of 
work, due to slight improvement in 
methods. These slight improve- 
ments may not be noticeable to 
someone living with the situation 
every day—yet the improvements 
do, in the course of time, change 
the job—perhaps make it easier for 
the man to do his work. He can 
either exert less effort and hold his 
output steady, or he can continue 
to exert his full effort and thus earn 
higher than reasonable premium 
pay. These situations should be 
checked from time to time in order 
to keep the system tight, efficient 
and fair to both the company and 
the employees. 

In the beginning, when a wage 
incentive plan is launched, there 
should be an agreement that the 
standards are subject to change. 
Every supplemental agreement 
with a union that we have had any- 
thing to do with, provides that the 
standards may be changed—the 
union agrees in advance to changes 
in the standards if methods are im- 
proved. 


You have been talk- 
-—<_° ing about incentive 
plans installed by manage- 
ment engineering firms. 
Why can’t a company in- 
stall its own plan, and save 
the $25,000? 


A. The professional management 
engineering firm offers two advan- 
tages. First it brings to the job 
specialized training, experience and 
knowledge. The necessary special- 
ized knowledge may exist within 
the company, but this is unusual. 
The second advantage provided by 
the outside firm is complete ob- 
jectivity. Case after case proves 
that when a wage incentive plan is 
installed by a reputable outside 
firm, the performance standards are 
more readily accepted by the union, 
if any, and by the employees. In 
fact, in many cases it would be im- 
possible for a company itself to es- 
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working habits and cuts costs 


It’s remarkable how a clear desk top and orderly 
desk drawer interiors can give office people a fresh, 
new outlook on work. That’s exactly what a Shaw- 
Walker ‘‘Clutter-Proof’’ Desk does. 

Therewards are great — better work, faster, easier. 
And working space on the desk top is nearly doubled. 

How’s it done? Fully 75% of the things that 
drift around on the tops of other desks have a 
specific place inside this ‘‘Clutter-Proof”’ desk. 





y. " Built Like o 
fF Skyscraper” 


GHAW-WALKER 
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This Clutter-Proof Desk cures bad 


. 
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How to get New Freedom to Work 


There are off-the-desk trays for in- 
coming, outgoing and pending letters. 
Off-the-desk space for work-organizers, 
: work-separators, deferred projects, 
tickler, binders, books, pads, forms, 
card lists. And—imagine this—there’s 
even an in-drawer wastebasket and provision for 
an in-drawer telephone. 

This Shaw-Walker ‘‘Clutter-Proof’’ Desk has an 
unparalleled record for work efficiency and space 
economy in offices of every size. 

See ‘‘clutter-proof’’ desks at one of our 17 
branches or 470 dealers or write for Shaw-Walker 
Office Guide which pictures, describes and prices 
114 desks and 5000 other items. 


*“Now I can junk all those 
time- and space-wasters 


” 


Largest Exclusive Makers of Office Equipment 
Muskegon 51, Mich. Representatives Everywhere 
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330 copies Oy 


in > minutes! 


CONQUEROR 


SPIRIT DUPLICATORS 


PRINT QUALITY COPIES FAST! 


Don’t confuse them with photocopy ma- 
chines. Conqueror Duplicators print 330 
clear, sharp copies in just 3 minutes... in 
1 to 5 colors at once ... of anything typed, 
drawn or written on a spirit master—at a 
fraction of a cent per copy! And the new 
Mark III models are more efficient than 
ever with these outstanding advances: 


1. NEW FEED TABLE—paper separator fin- 
gers eliminate side rubbers and adjustments. 

2. IMPROVED COUNTER-—direct gear drive; 
greater accuracy, top visibility conquer waste. 

3. ADJUSTABLE FEED WHEELS-—grip pa- 
per at outer edges, give positive performance. 

4. FEED TENSION CONTROL—assures non- 
skip feeding—thin papers to post cards. 


Conqueror Duplicators also include such 
Heyer “firsts” as Copy Positioner Control 
which raises or lowers copy quickly and 
effortlessly ... Visible Fluid Supply which 
conquers the problem of running dry .. . 
simple, positive Fluid and Pressure Con- 
trols ... and the Automatic Start-Stop (on 
electric models) which shuts off the ma- 
chine when the last sheet is printed. These 
and many more exciting features give you 
an outstanding combination found only in 
Conquerors, at no increase in prices! 

Three fine models to fit your needs—two 
electric and one hand-operated. Sold and 
serviced by a nation-wide organization of 
selected dealers, and backed by Heyer’s 56- 
year reputation for superior quality. 


USE A CONQUEROR IN YOUR OFFICE 
@ FOR ONE WEEK — FREE! 


Prove to yourself that a Conqueror is 
*. thebest spirit duplicator you can buy. 
» Mail coupon for illustrated Catalog 

= on the complete Heyer line, 
plus Certificate entitling 
qualified users to a One Week 
FREE Trial of a Conqueror. 
No obligation, of course. 










The HEYER Corporation, 
1832 S. Kostner Ave., Chicago 23, Ill. 


0 Please rush my FREE copy of 
Catalog No. 59 


() Send FREE TRIAL Certificate 
NAME 
COMPANY. 
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tablish performance standards and 
have them accepted by the union. 

Now this does not mean that a 
plan launched without professional 
help is bound to fail. But experience 
shows that the self-made incentive 
plan is less likely to produce opti- 
mum results and is more likely to 
produce grievances. 


Q. Well, you are in the business of 
installing incentive plans, so you 
have an axe to grind here. You say 
the job should be done by profes- 
sionals. Whom can you cite who 
agrees with vou? 


A. | think organized labor, for the 
most part, would not only agree 
that the job should be done by pro- 
fessionals, but in the major installa- 
tions where organized labor is a fac- 
tor, they would object to anyone 
but a professional engineering firm 
doing it. Now, that’s true for the 
United Auto Workers, the Chemical 
Workers, the Textile Workers. 

Organized labor feels that there 
is an element of partiality that can 
be introduced if the company time 
study engineers set the standards. 
Labor feels there is an opportunity 
for bias that should be avoided. By 
observing the quality of the stand- 
ards set by a great many of the in- 
dustrial consulting firms, labor has 
developed a confidence in these 
firms. It takes vears to build that 
confidence and it’s one of the key 
elements in the professional rela- 
tionship between the engineering 
firm and the client and the union. 
Labor's degree of confidence in the 
performance standards can make 
or break a wage incentive plan. 


How does the profes- 

sional firm go about 
making the actual installa- 
tion of a wage incentive 
plan? 


A. An experienced and trained time 
study engineer goes to the actual 
place of work. He observes the 
workers’ performance, observes the 
methods, actually lays down on a 
piece of paper the elements of the 
work. He makes at least 10 time 
measurements of the work being 





| performed; he’s apt to go back at 


different hours of the day to pick 
up the effect of fatigue. He'll make 
judgments on conditions such as 
noise and working hazards that may 
tend to cause delay. In other words, 
by applving both scientific measure- 
ment and experienced judgment, he 
measures the various elements in- 
volved in each piece of work. He 
may then compare his findings with 
standards predetermined under the 
Methods - Time - Measurement 
method. Then through much more 
work of this kind, preliminary per- 
formance standards are established. 
Before such standards are applied, 
however, they are re-checked on the 
plant floor. 


Q. Don’t you check the efficiency of 
the work methods being used before 
vou do all this measurement work? 


A. The first step is to measure per- 
formance under the existing meth- 
ods, even if the methods seem 
obviously inefficient. Then, if 
method changes seem indicated, 
we'll study the job from a methods 
point of view, recommend new 
methods and re-measure the work 
as it is performed by the new 
methods. 

Some companies ask us to leave 
methods alone and simply set per- 
formance standards on their exist- 
ing methods. In those cases, we 
accept the doctrine that the com- 
pany itself knows more about how 
to do its work than we do. That 
isn t undue modesty; it is just a good 
starting point. If we see obvious in- 
efficiencies, we'll point them out 
and let the company decide 
whether they should be improved. 


Q. Does the union participate in 
the work measurement process in 
any way? 

A. As arule, one or two of the people 
we select for training within the 
company are representatives of the 
union—that is, people selected by 
the union in whom they have com- 
plete confidence. We encourage the 
establishment of a team of company 
men and union men who together 
will study standards that may be in 
question for some reason after we've 
gone. They can restudy a job as a 
team in case of grievances. 


Q. Do the standards then become 
a subject of negotiation? 


A. Performance standards should 
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How to solve your 


Punched Card 
Handling Problems! 


With punched card processing increasing in 
speed, faster card handling becomes more 
necessary to give you overall departmental 
saving. Only UNiTRAY can do so many jobs 
around the department or wherever 
punched cards are being used. Only UNI- 
TRAY is able to offer you complete and 
simplified card handling, storage, transport- 
ing and filing — all in one lightweight, low 
cost, flexible tray. Card “‘juggling”’ is elimi- 
nated forever. 

UnitTrAyY was designed to do a job. Its 
capacity — 3,000 cards — is large enough to 
be operational, yet small enough to be con- 
venient. Its flexibility of application allows 
you to buy only what you need in your 
department — compression V-action or 
indexing. 

Vertical use of tray saves space and 
increases speed of operation. Horizontal use 
of tray provides reference or storage also 
with space savings advantages. 

Anywhere you can lay one punched card, 
UNITRAY will handle 3,000 in the space- 


OLN TERIAWNZ (4 : a saving vertical position. UNrTRAY provides 
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This department is using UNITRAY sort- 


superior, large-size labeling — the full front 
of tray. Handling is easier too with large lip 
handle in front and rod handle at open back. 
Unitray works “full time” to help you get 
your job done. 








~. 


A narrow room uses UNITRAY wall racks 





Again, wall space has been lined with 


ing racks, trucks and storage cabinets. to separate work areas, stores thousands wall racks to store thousands of cards in 
UNISTORALLS in the foreground store of cards in 10 inches of space. Reversing the smallest possible area. 
work-in process in UNITRAY and give added of UNITRAY protects stored cards. Note 


work surface. 


THE 


BRANCH OFFICES: 


UNITRAYS being used at accounting mach- 
ine and collator. 







LINE, [NC 


160 GOLD STAR BLVD. 
WORCESTER 6, MASS. 


Manufacturers of Data Processing Accessory Equipment 
and Wright Rotary Files 


THE WRIGHT LINE, INC., DEPT. J-7 160 Gold Star Blvd., Worcester 6, Mass. 
C) Please send facts on UNITRAY. 


C) Please have Salesman call. 

















Albany Cincinnati Elizabeth, N. J. Los Angeles Pittsburgh Name 
Atlanta Cleveland Hartford Milwaukee St. Louis 
Boston Dallas Houston Minneapolis San Francisco Company a 
Buffalo Denver indianapolis New Orleans Seattle 
Charlotte Des Moines Jacksonville New York City Tulsa 
Chicago Detroit Kansas City, Mo. Philadelphia Washington, D. C. Address ae 
THE WRIGHT LI F . Mai i i : 
E GHT LINE OF CANADA LTD. Main Office and Warehouse Dyas Road, Don Mills, Toronto City Zone State 
BRANCH OFFICES: Montreal, Vancouver, Calgary, Edmonton, Winnipeg 
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COTTON’ helps relieve 
sanitation headaches at Bayer 























*Fairfax Toweling used by The Bayer 
Company Division is supplied by Sani- 
tary Coat, Apron and Towel Supply 
Co., Trenton, N. J. 


@ Sanitation is a serious matter in the drug field. The Bayer Company 
Division of Sterling Drug, Inc., attempts to cover every possible aspect of 
plant sanitation— right down to the very washrooms used by its employees. 
That’s why Bayer’s Trenton (New Jersey) plant provides cotton toweling 
for the 400 people who work there—and cotton does the job. 

Just as Bayer finds it “easier to keep washrooms clean,” countless other 
companies have found cotton toweling a valuable aid in sanitary mainte- 
nance. And still others stress cotton’s feel-at-home comfort, as a personnel 
relations factor, along with fire prevention, too. Certainly all these points 
should make it worth your while to check into cotton’s possibilities for 
your plant, building or institution. For further information, and free 
booklet on cotton towel service, write Fairfax, Dept. R-2 111 West 40th St., 
New York 18. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


ot Fon 
Aa 


fairlax-Towels ‘G: 
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WELLINGTON SEARS COMPANY, 111 WEST 40TH ST., NEW YORK 18, N.Y. 
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never be negotiated. An engineered 
performance standard is one of 
those down-the-middle-of-the-road 
things. It is a fact. You can give and 
take a little bit on the basis of the 
human judgments involved, but 
when enough studies have been 
made, and sound, objective stand- 
ards have been created, negotiation 
of the standards will upset the 
validity of the whole system. 

Q. But in practice, isn’t it true that 
performance standards are some- 
times negotiated? 

A. Yes, I believe it does happen 
sometimes, unfortunately. It is a 
serious mistake. 

Q. What about the job of getting 
the individual worker to accept the 
performance standard that has been 
set for his job, and perhaps an im- 
proved method that has been de- 
signed for his job? 

A. Getting that acceptance is one 
of the most important steps in the 
whole process of installing a wage 
incentive plan. You do it by going 
to the man at his actual place of 
work, explaining the new standard 
to him and asking him to try follow- 
ing the new methods described—to 
try for an hour or so to hold his per- 
formance level up to this standard. 
The management engineer spends 
enough time with the employee, 
either continuously or  intermit- 
tently, to help him with any prob- 
lems. As a result of this approach, 
the worker will usually convince 
himself that the standard is fair 
and that he can readily reach the 
pace required for incentive pay. 

Q. Well, suppose an old timer in 
the plant arbitrarily decides he 
won't accept the new standard— 
decides he wants to work along at 
his traditional pace? 

A. That happens very rarely, but 
when it does happen you have to 
make a compromise. There are cer- 
tain things that you can’t buck, and 
the tradition of limitation on work 
is sometimes one of them. It may 
be caused by habit, by a problem of 
attitude, or simply by tradition. 
When it happens, you don’t com- 
promise the standard, but you say 
to the man: “The standard is fair 
and reasonable, but since you say 
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that you cannot measure up to the 
standard performance, we are will- 
ing to pay you a subsidy that will 
guarantee you the base rate. This 
extra money will be very clearly 
recognized as a subsidy that is paid 
only because of tradition.” 

On that basis, you satisfy the man 
without throwing the whole incen- 
tive program out of whack. And it 
usually happens that before too long 
the man will bring his performance 
up to standard. 


Q. Is it fairly common that indus- 
trial workers will arbitrarily decide 
that they will work only at a certain 
pace and no faster? 

A. No. Again I say that the average 
workman is a very willing fellow. 
If he is treated fairly, and knows 
that the standards are reasonable 
and that they are based on sound 
work measurement, rather than on 
guess work, he is perfectly willing 
to turn out a fair day's work. 


Does a wage incen- 

tive plan complicate 
the management job — 
make it more difficult? 


A. It stimulates management. It re- 
quires management to manage. For 
example, one of the causes of delay 
time in a factory is inferior ma- 
terials. If inferior materials can be 
traced to a poor purchasing job, 
then management has the responsi- 
bility of doing something about it. 
If the problem is poor inspection or 
poor receiving, management has the 
responsibility to correct the prob- 
lem because such problems influ- 
ence the employees’ ability to earn 
incentives. 

Q. You have made wage incentive 
programs sound very appealing. 
Your survey of 305 plans shows the 
tremendous gains that can be 
reached—63% increase in produc- 
tivity, 20% gain in employee earn- 
ings, 25% average decrease in unit 
labor costs. In view of these bene- 
fits, why aren't more companies 
using wage incentives? 

A. One reason is that managers in 
many companies have not learned 
about wage incentives, or do not 
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Typa Stencil 
along with order — 
invoice papers 


Touch Cartons 


and shipment 
is ready to go 





How Weber Address Systems Help Ship 
“HEET”’ 4 Hours After Order is Received 


Using “touch-stenciling” and TAB-ON stencils integrated 
with order processing paperwork, the company now ships 
faster, more efficiently, saves time and reduces costs 


DeMert and Dougherty, manufac- 
turers of famous “Heet” gasoline ad- 
ditive, must schedule their production 
and shipping lines according to ad- 
vance predictions of the winter’s sev- 
erity throughout most of the United 
States and Alaska. Every operation 
in the company’s eleven acre plant at 
Cicero, Illinois is geared to speed, 
flexibility, and efficiency. According 
to the company’s time standards, the 
order processing operation, which in- 
cludes typing, routing to the traffic 
department, sending to shipping, ad- 
dressing and loading is accomplished 
in less than four hours. A Weber ad- 


Weber 





MARKING SYSTEMS 


Sales and Service in 
all principal cities 


dressing system helps them accom- 
plish this speed. ... Weber “Tab-on” 
stencils are typed over the order in- 
voice papers when the order is re- 
received. In the shipping department, 
the stencil is inserted in a hand- 
printer and all pieces of the shipment 
are individually addressed with a 
clear, sharp, permanent impression. 
With a smooth, one hand motion, 40 
to 50 cartons per minute can be ad- 
dressed. When all the shipment is ad- 
dressed, the stencil is thrown away. 
Filing time and space are saved. For 
further information on Weber address 
systems, send the coupon below. 






WEBER MARKING SYSTEMS H 
Div. of Weber Addressing i 
Machine Co., Inc., Dept. 19-B | ‘4 

Weber Industrial Park, Sven noe 
Mount Prospect, Illinois 


Send me your bulletin on “Assembly Line” 
Addressing Systems. 


Company. 
Individual 
Position et stalin 
Address. 
Sa ee es 
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You Get Things Done With| ®USINESS COURSE 
Boardmaster Visual Control Ih 
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LEARN TO APPLY 
ELECTRONIC COMPUTERS 





> Data Processing needs 
Trained Personnel 
TO: Take a new look at established | 
practices 
Devise new systems and 
procedures 
Reduce office costs 





. Business Electronics Inc. will help you 
- Gives Graphic Picture of Your Operations prepare on the job or at home with 
" —Spotlighted by Color PROGRAMMING FOR 
- Facts at a glance — Saves Time, Saves BUSINESS COMPUTERS 
Money, Prevents Errors A Home Study Course designed for 
‘ Simple to operate —Type or Write on inexperienced people, developed by 
Cards, Snap in Grooves Business Computer Experts 


- Ideal for Production, Traffic, Inventory, > Take advantage of BE’s 3 years 
Scheduling, Sales, Etc. successful experience training 

‘°° Made of Metal. Compact and Attractive. personnel for EDP 
Over 300,000 in Use Write for Free Brochures: 


Complete price 449°° including cards BUSINESS ELECTRONICS 


FREE | 24?AGE 800ktET No. M-100 INC. 
Without Obligation tenia ciaaie 
Write for Your Copy Today 420 MARKET STREET 


GRAPHIC SYSTEMS SAN FRANCISCO, CALIF. 


55 West 42nd Street ¢ New York 36,N. Y. Member National Home Study Council 
(Circle number 121 for more information) (Circle number 113 for more information) 




















Save Floor Space —“twen'ron 


RECORD 
WITH TANDEM STORAGE FILES STORAGE 
IN 20 


oS CRESS AR eameeres 

bar ste Tandem A A AS A A cE 
72 =< ee ee me ae 

STORAGE FILE REE ay sf tion at REPUBLIC 
AVIATION CORP., 
2 TRAYS IN EACH UNIT ee 
provide 30-in. of filing in 24-in. depth 
That's the secret... two (12” x 15” x 10”) trays are stored sideways, 
one behind the other, in a single 24” deep shell . . . and only 


30” aisles are needed. Tandems stack to the ceiling too. Thus 
narrow aisles and high stacking save floor space. 





Record storage specialists, searching for a low-cost record file 
that would use every available foot of space, began with a 15” x 
12” x 10” corrugated box but found savings often were offset by 
necessary shelving costs—and space still was not put to best use. 

Now Tandem files meet the need for a low cost file that uses all 
the space—by filing in tandem—and the stacking units of cor- 
rugated fibre-board build their own steel framework as you stack 
them—to any ceiling height. No wasted space between trays or 
between tiers; units interlock for extra strength. 








TRY Let us ship you, prepaid, two complete Tandem units for $8.50. 
TWO _ Each unit will hold both letter and legal filing. Send order on 
UNITS Your company letterhead. MONEY BACK GUARANTEE 











BANKERS BOX COMPANY Dept. MM 259 
2607 North 25th Avenue, Franklin Park, Ill. (Suburb of Chicago) 


(Circle number 107 for more information) 


82 





realize thexresults they can bring. 
The purpose of our study was to 
demonstrate these results. Another 
reason is that too much publicity 
is given to inefficient incentive pro- 
grams that were installed long ago, 


| that have not been maintained on 
| a sound, scientific basis, and that 


thus do not produce optimum re- 


| sults. Not enough publicity has been 


given to soundly engineered pro- 
grams that do produce optimum 


| results. 


Another reason why some com- 
panies have delayed on wage incen- 


| tives is that they are satisfied with 


the way things are going now. They 


| feel that they have been doing a 
| pretty good job, turning in pretty 


good profits, paying regular divi- 
dends, maintaining good human re- 
lations in the plant and office. When 
they need more production, they 
simply hire more people. They over- 
look the simple fact that with a 


| sound wage incentive program they 


| could dramatically increase produc- 
| tivity—and that includes better uti- 
lization of all resources of the 





company—by turning to an incen- 
tive plan. 
What happens is this. When one 


| company in an industry makes the 


move to an incentive basis, the sav- 
ings are usually reflected in the 
price of its product, and it doesn't 
take too long for other companies 
in the field to begin considering in- 
centives themselves. 

Q. What about union resistance to 
wage incentive plans? Isn't it often 
the question of labor relations that 
causes a company to hold back? 


A. No, not necessarily. On an over- 


| all basis, unions today will not resist 
| methods or technological changes 


that are recognizable as being of 
benefit. However, there are still 
some areas in the country where 


/ unions won't agree to an incentive 


installation—in the automobile in- 
dustry, for example, in and around 
Detroit. The production norm or 
labor standard is the method used 
there. The recent strike at Chrysler 
was based on the non-acceptability 
of some new production norms. 


| Q. What’s the difference between a 
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production norm and the kind of 
performance standards you are talk- 
ing about? 

A. The production norm is admit- 
tedly not an engineered perform- 
ance standard. I know one large 
corporation that sets its production 
norms about 20% too high in ad- 
vance of union negotiations, know- 
ing full well that the union is going 
to fight for a 20% reduction in the 
norm. The union itself knows that 
the norm is too high and that the 
company will eventually reduce it, 
so the negotiation becomes a kind 
of drama—window dressing that 
takes place in the absence of good 
labor relations or good incentives. 
Q. In your opinion, is there today 
a significant trend in the direction 
of more wage incentive programs? 
A. There definitely is. Eventually 
incentive plans will become very 
common. It just makes sense that 
there should be a direct relationship 
between an individual’s produc- 
tivity and his personal rewards. A 
wage incentive plan is the best way 
to establish this relationship. 

Q. In summary, Mr. Dale, what are 
the advantages a company stands 
to gain, and the risks it runs, when it 
decides to turn to wage incentives? 
A. The primary gains are lower 
costs; higher output; more efficient 
utilization of the resources avail- 
able to a company in the form of 
land, plant buildings, and equip- 
ment; better labor relations, and a 
work force that is taking home 
more pay. 

[ think the risks that are involved 
are the possibility of a lack of man- 
agement skill or the possibility of 
insincerity on the part of manage- 
ment. When an incentive system is 
working properly, it will quickly 
show up any shortcomings of man- 
agement. I think a company risks 
poor labor relations if it launches an 
incentive plan based on poorly en- 
gineered standards, or on standards 
that are not maintained. 

All of these risks can be avoided 
with a sound, scientific approach to 
wage incentives. With that ap- 
proach, there can be no question 
about favorable results. & 
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Does 
your 
system 
have 


MAILROOMATISM 


Countless firms suffer from this insidious malady and don’t even know 
it. Usually it is caused by continued congestion in mailrooms, forced to 
cope with the pressure of handling upward of 15,000 pieces per month. 





“Mailroomatism” can sap efficiency and morale, also prove quite costly. 
One sure cure for this condition is the acquisition of a Phillipsburg 
Inserter, which has given immediate relief to countless users. 


The Phillipsburg performs near-miracles . . . automatically stuffing, 
sealing, metering (or printing postal indicia), counting and stacking 
mail at savings, mark you, of up to 80% of the cost of hand-inserting. 


If you have any suspicion of “Mailroomatism” lurking in your organiza- 
tion, may we suggest the adjacent coupon. 


FINER PRODUCTS THROUGH IMAGINATION 


Bell & Howell 
Phillipsburg 


PHILLIPSBURG, NEW JERSEY 
Successor to Inserting and Mailing Machine Company 






PHILLIPSBURG INSERTER 






Bell & Howell Phillipsburg Co., Phillipsburg, N. J. 
——— Send brochure, ‘‘Modern Mailing through Mechanization”’ 
———Have representative call to arrange demonstration 
——— Send Case History Study on 





(type of business) 
NAME 


FIRM. 

STREET 

CITY. eS eee 
MM-29 
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* Why the busiest businesses choose 


the modern ROYAL ELECTRIC 


gheeteprrrrOrrerprrt 28 Ro reipire POregpeee 406 prepets SO rit a} pit FO 18 






UNEQUALLED ECONOMY! The Royal Electric’s amazing speed 
of course means increased production. And Royal’s unexcelled 
reliability means minimum service costs! 


MATCHLESS REPRODUCTION! No heavy characters, no faint, 
fuzzy ones. You get the sharpest, most perfectly aligned work 
ever to come out of a typewriter! 


WIDEST TYPE CHOICE! Choose from 74 distinctive Royal type 
faces. There’s one to reflect the character of your business. 


EASIEST TO OPERATE! Convenience features like exclusive 
Magic® Margin and Twin-Pak®, the instant-changing ribbon 
fingers never touch, save time, cut typing fatigue to a minimum. 


Call your Royal Representative for a demonstration and free en 
trial. Your old typewriters are worth plenty in trade. There are more Royal Typewriters in office use 


%* CENTURY BOLD, one of 74 Royal type styles. than any other make. 


the business-minded RQYAL electric 


Product of Royal McBee Corporation, World’s Largest Manufacturer of Typewriters. 
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That’s right! 264 different models of custom de- 
signed benches available to you at assembly line 
prices. Available with many types and styles of 
drawers, drawer pedestals, cabinet pedestals, sliding 
doors, aerial shelves and a choice of 4 different tops 
in various lengths. 


Why not find out the whole story today. Write for 
big 16 page Catalog No. 204 illustrating and de- 
scribing this outstanding line of top quality benches. 


615 Prairie Avenue 
Aurora, Illinois 


Manufacturer of World’s Finest 
Steel Shelving-Slotted Angle-Bins-Drawer Units-Lockers-Carts-Benches. 
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Looking for cost-cutting ideas? 


The most significant cost-cutting methods devel- 
oped in the last 12 months are offered in the 
Proceedings of 10th Annual Meeting of the Systems 
& Procedures Association of America 





NCE A YEAR the Systems and Procedures Association of 
America holds a 3-day inter-nation meeting at which they 
review their most recent efforts in the control of adminis- 

trative overhead. Each talk, each seminar, is carefully recorded, 
transcribed and edited for the benefit of members who are unable 
to attend. The final product is a 512-page hardbound and indexed 
volume of practical solutions to administrative problems. 


Again this year SPA has over-printed a very limited number of 
copies for non-member executives. We have obtained exactly 500 
copies for distribution and sale to the readers of MANAGEMENT 
METHODS. Because we are so confident that this book can help 
you slash overhead and streamline the efficiency of your opera- 
tions, we are able to make this unusual offer: 


Management Publishing Corporation 

Room 2 — 22 West Putnam Avenue 

Greenwich, Connecticut 

Please send me a copy of “Ideas for Management” for a FREE 10-day 


examination. Within 10 days | will either send payment of $16, or 
return the book without obiigation. 
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Colitho Direct Image Plates 
for OFFSET DUPLICATING 








pH-Controlled for Faster, Finer Copies 


pH-control coating is an exclusive, 
precision process that insures a con- 
stant chemical balance in the coating 
of Colitho offset paper plates...a 
chemical balance that permits excep- 
tionally broad duplicating tolerances. 
From preparation to duplication, 
pH-control coated Colitho plates are 
easiest of all to handle. Make-ready 
is speeded up and down-time is 
slashed. Best of all, with Colitho you 
get matchless uniformity thru the 
entire run—copy after copy. 

Colitho direct image paper plates 
can be preprinted with reproducing or 


nonreproducing inks, by offset or letter- 
press. They’re stocked indicia printed 
in all standard sizes and punchings. 

For faster, finer copies team your 
duplicator with pH-control coated 
Colitho plates . . . and insure their 
superior performance with matched 
Colitho duplicating supplies—they 
make every offset duplicator a better 
duplicator. For further information 
write: Columbia Ribbon & Carbon 


Mfg. Co., Inc., 922 Herb Hill Road, | 


Glen Cove, New York, Columbia 
Ribbon and Carbon Pacific, Inc., 
Duarte, California. 


COLITHO PLATES FOR XEROGRAPHY 


pH-control coated Colitho plates 
are available in a vapor-barrier 
pack for xerographic use. 


*T. M. Reg. U.S. Patent Off. 
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PAPER PLATES 
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For more information on any advertisement or keyed editorial 
item, fill out the card below, circle the appropriate key num- 
bers, detach, and mail. We pay the postage. Please use card 
number 1 first. Key numbers appear under most advertise- 
ments. 
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DESKS * CHAIRS ¢ L-UNITS ¢ CREE 





Want color and character 
in your office furniture? 


see YOUR AQE DEALER 


If you're looking for office furniture that really 
expresses your individuality, then take a few 
moments to call or visit your ASE Dealer. See how 
beautiful new ASE fabrics and exciting ASE colors can 
be tastefully blended to make your office as 
distinctive as your signature. Let your ASE Dealer 
help you make your selection... his advice can make 


a e." a world of difference in the final results. 
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ALL-STEEL EQUIPMENT INC. aurora, iitinors 


11TS © CREDENZAS « TABLES * BOOKCASES ¢ FILES © BLUEPRINT FILES © CABINETS # LOCKERS 


(Circle number 103 for more information) 








"so many extra benefits 
when you choose 


Globe-Wernicke" 
Ot al yout offtt neti 


. 
convenience Standardizing on Globe-Wernicke 
means you can get all your business furniture, 
filing supplies and systems, and office accessories from one 


\A 


reputable source — your Globe-Wernicke dealer — for 





greatly simplified purchasing and superior service. Sercnniiaar tath: oak Conletces 


conformity No matter when you need new 
equipment for expansion or replacement, you can be sure 
Globe-Wernicke will always have it available 

for you in the same matching color and complementary 
styling as your original purchase. G/W's advanced design 
avoids obsolescence. When you specify Globe-Wernicke, 
you're investing in long-range office planning. 


economy No other business equipment has the long- 
lasting qualities and permanent beauty offered by 





Globe-Wernicke metal equipment. No other equipment gives ; ae 
~~ _— g Streamliner® Desks, Metal Filing Cabinets, and Filing Supplies 
so many exclusive, fatigue-reducing features and worker 
conveniences to help your employees do more 
work in less time. When you purchase Globe-Wernicke, 


you are making a sound business investment. 
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See your Globe-Wernicke dealer* today. He'll be 

happy to demonstrate how you can benefit economically 
by investing in a long-range purchase 
plan for office equipment 





that truly makes business a pleasure. 


nid 
Write for free illustrated brochures ¥) ha} 
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*Dealers listed in 


The Globe-Wernicke Co. ® Cincinnati 12, Ohio 


Yellow Pages under ‘‘Office Furniture’ 


(Circle number 123 for more information) 











